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Rough Proofs 


The Chicago world’s fair is pre- 
paring to close in a blaze of glory. 
Sally Rand, the little girl from the 
"Streets of Paris, is making good on 
= Broadway. 
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The next stop of the world’s fair 
fan dancer is said to be Hollywood. 
It’s remarkable what talent, ambition 
and a little front-page publicity will 
do for a gal who’s trying to get along. 
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Discussions of the graphic arts 
code have brought out the interesting 
fact that there are a lot of bed-room 
printers. It hasn’t been explained 
whether they specialize in three-sheet 
posters. 
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Maybe the bed-room printers are 
the boys who spend most of their 
time putting forms to bed. 
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Two representatives of the Post 
Office Department addressed the mag- 
azine publishers at their convention 
last week on the subject of second- 
class rates. Like all accomplished 
diplomats, they said nothing in a 
most agreeable way. 
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The publishers managed to shoot 
some pretty good golf at their con- 
vention, but maybe that was because 
there were no customers present. 
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The proprietary manufacturers ex- 
press the fear that if Dr. Tugwell’s 
bill is enacted, some of them may 
ultimately find themselves in jail. 
That’s one thing they don’t care to 
© establish a proprietary interest in. 
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One of Professor Tugwell’s bright 
ideas is to compel statements in ad- 
vertising copy to coincide with pre- 
vailing medical opinion. The pro- 
fessor evidently never listened in at 
a medical convention. 
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And think how embarrassing it 
would be to go to jail and find out 
later on that the doctors had changed 
their minds. 
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It seems that after all an agency 
may operate under the proposed code 
on a fee basis, provided the fee 
amounts to more than 15 per cent. 
The ideal motto for this group is 
clearly, “Excelsior!” 
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The smaller agencies ought to feel 
flattered to realize that while they 
can often charge more than the big 
fellow, they can never charge less. 
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The Audit Bureau convention in 
Chicago promises to be bigger and 
better than ever. For many the A. 
B. C. meeting is not only alpha but 
omega. 
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A lot of presidents seem to have 
trouble these days holding on to their 
jobs, but Rough Proofs predicts that 
Phil Thomson will be re-elected by 
the narrow plurality of 100 per cent. 


Copy Cus. 


TUGWELL BILL 
IS TARGET OF 
BITTER ATTACK 


Proprietary Association Asked 
To Fight It 


New York, Oct. 12.—Charging that 
the Tugwell Bill, if passed, will de- 
stroy 90 per cent of present-day ad- 
vertising, William S. Groom, Thomp- 
son-Koch Company, Cincinnati, ex- 
horted the Proprietary Association to 
fight the measure to the last ditch. 
Mr. Groom addressed the association 
at a special meeting at the Hotel 
Biltmore Monday. 

“If you think I exaggerate,” he said, 
“let me tell you that we don’t have to 
guess how Prof. Tugwell means to 
have his bill interpreted and applied. 

“In a recent news release, the food 
and drug administration showed ex- 
actly how it would deal with a typi- 
cal example. The release referred to 
advertising of a well known proprie- 
tary, the manufacturer of which has 
in his possession a formidable body 
of proof to substantiate his advertis- 
ing claims. 

“Yet the news release referred to 
this advertising as a typical case of 
untruthful advertising. Before send- 
ing out the release, did the food and 
drug administration ask the adver- 
tiser if he had justification or proof 
for statements made? It did not. It 
suits its purpose to condemn the ad- 
vertisement as false and dangerous 
without making any adequate inves- 
tigation and without giving the ad- 
vertiser any opportunity whatever to 
support the validity of his claims. 


Will Throttle Advertising 


“Under the bill, it may be ex- 
pedient for the administration to 
hold hearings and to conduct what 
appear to be investigations. But 
make no mistake—the obvious pur- 
pose of the bill is to so throttle and 
harass advertising that 90 per cent of 
it will be put out of business and 
with it perhaps 90 per cent of the 
advertisers and publishers.” 

Mr. Groom said he believed a new 
law to regulate advertising is needed. 

“But let it be a wise and reasonable 
law,” he urged, “and let its adminis- 
tration be placed in the hands of men 
who will enforce it constructively, 
and not for the purpose of utterly de- 
stroying property and opportunity 
because of personal bias.” 


A. F. A. Opposes 


Revised Measure 

New York, Oct. 12.—The Advertis- 
ing Federation of America believes 
existing requirements for truth in 
the labeling of foods and drugs 
should be extended to advertising, but 
it is against many of the provisions 
of the revised bill. 

Edgar Kobak, president of the A. 
F. A., thus wrote a national adver- 
tiser this week. 

“We do not feel that ‘the general 
agreement of medical opinion’ is a 
fair criterion by which to determine 
whether an advertised statement is 
truthful,” said Mr. Kobak. “Neither 
do we believe an advertiser should be 
adjudged guilty of false advertising 
if he publishes a statement which he 
has every reason to believe true.” 

Mr. Kobak referred to a resolution 
adopted by the A. F. A. board last 
April urging “that any amendment to 

(Continued on Page 20) 


N.A.B. Plans Expanded 


Activity; 


Television 


And Facsimile Studied 


White Sulphur Springs, W. Va., 
Oct. 12.—The extraordinary progress 
made by the National Association of 
Broadcasters the past year under the 
direction of the administration 
headed by Alfred J. MeCosker, WOR, 
Newark, N. J., encouraged the group, 
holding its eleventh annual conven- 
tion here this week, to formulate an 
even more ambitious program for 
the ensuing year, which will be con- 
centrated on the general objective of 
improving service to advertisers and 
agencies. 

Phases of the program of para- 
mount interest to advertisers were 
embodied in. resolutions authorizing 
the study of station selling costs 
with the view of standardizing meth- 
ods and commissions, a ban on the 
acceptance of “sustaining programs 
of a commercial character,” a thor- 
ough inquiry into the type of cover- 
age data most useful to advertisers 
with the view of standardizing such 
information, and a petition to the 
Federal Radio Commission asking 
withdrawal of the ruling compelling 
announcement of electrical transcrip- 
tions made solely for broadcasting 
purposes. 

These resolutions were based on 
recommendations made by the com- 
mercial committee, headed by H. K. 
Carpenter, WPTF, Raleigh, N. C., 
presented for discussion in an open 
meeting Tuesday morning. 


Discuss Copyrights 


At the annual business session held 
Wednesday afternoon A. J. McCosker 
was re-elected president, and the first 
and second vice-presidents, Leo Fitz- 
patrick, WJR, Detroit, and John 
Shepard III, WNAC, Boston, were 
also re-elected. I. D. Levy, WCAU, 
Philadelphia, was elected treasurer. 

Three new directors were elected, 
these being Arthur B. Church, KMBC, 
Kansas City, Mo., who was formerly 
treasurer; Frank M. Russell, WRC, 
Washington, D. C.; and I. R. Louns- 
berry, WGR, Buffalo. H. K. Carpen- 
ter, WPTF, Raleigh, N. C., and Wil- 
liam S. Hedges, KDKA, Pittsburgh, 
were re-elected to the board. 

In his annual report delivered at 
the opening session Monday morn: 
ing, Mr. McCosker said relations with 
the American Society of Composers, 


RETAINS POST 


Alfred J: McCosker 
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Authors and Publishers had caused 
the most anxiety the past year, but 
that services rendered by Newton D. 
Baker and his associates had already 
accomplished much in improving the 
situation. Much credit for advancing 
the association’s copyright interests, 
he asserted, was also due I. D. Levy, 
WCAU, Philadelphia. _ 

Philip G. Loucks, managing direc- 
tor, reported that membership has 
increased to 270 the past year, a gain 
of 65. Refraining from comment on 
the work of committees, he described 
the successful new features added to 
the headquarters service the past 
year. 

These include the establishment of 
a business index, the first statistical 
service undertaken by the associa- 
tion, the setting up of a program 
clearing house, the preparation of 
material to be used by college stu- 
dents the coming winter in debating 
relative merits of the American and 
British broadcasting systems under 
the sponsorship on a nationwide basis 
of the University Extension Associa- 
tion, the inception of a more com- 
prehensive bulletin service, supple- 

(Continued on Page 22) 


Last Minute News Flashes 


German Advertisers Under Government Control 
Berlin, Germany, Oct. 13.—Under a new order just issued by the Min- 
ister of Propaganda all German advertising has been brought under direct 


government control. 


Any advertising requires a permit by an official advertising council 


involving the payment of a fee. 


Colgate-Palmolive-Peet to Change Base 


Chicago, Oct. 13.—Executive offices of Colgate-Palmolive-Peet Company, 
including the advertising department, will move to New York Jan. 1, it 


is indicated here. 


The change was forecast when an eastern advertising 


agency was recently given a part of the company’s account. 


A. N. A. to Meet in Washington Next Month 


New York, Oct. 13——The Association of National Advertisers will hold 
its 24th annual meeting at the Wardman Park Hotel, Washington, D. C., 


Nov. 13-15. 


Part of the meeting will be for members only and for certain invited 
guests among buyers of advertising who are not yet members of the A. N. A. 
Other parts will be open to specially invited agents, publishers, and other 


sellers. 


‘COMPETITIVE 
LIQUOR COPY 
MAKES. DEBUT 


Producers, Importers Plan 
Consumer Appeals 


New York, Oct. 12.— While distil- 
leries, wineries and importers have 
been devoting their primary atten- 
tions to securing distribution on as 
wide-spread a scale as possible, and 
consequently have been unable to de- 
vote full attention to cultivating the 
ultimate consumer, indications that 
the competitive spirit in liquor and 
wine advertising will not long be 
absent were noted here this week. 


Restriction on the use of bottle 
illustrations is a deterrent to immedi- 
ate consumer advertising. Such ad- 
vertising as has already been done 
has been devoted to listing of old 
brands to be handled by the adver- 
tiser after repeal. Confinement of copy 
to verbal description is serving as a 
further deterrent to the immediate 
spending of large sums on advertis- 
ing space. 

Nevertheless, an outcropping of 
competitive spirit in liquor advertis- 
ing became apparent this week. 
Trans-Europa Corporation, which was 
one of the first to publish an an- 
nouncement of foreign winery and 
distillery agencies it has assumed, 
used 2,400 lines in the New York 
Times to quote prices, special dis- 
count of 10 per cent on 10 case lots 
and five per cent on five case lots 
ordered before Oct. 31. 

Park & Tilford, New York retailer 
using similar copy, is requiring a $10 
deposit for each 12 bottles ordered, 
and is announcing in full page adver- 
tisements that after Nov. 7 orders are 
subject to price increases. 


“No Money in Advance” 


Trans-Europa’s advertising count- 
ers not only with the discount offer 
but also strongly features a “no money 
in advance” policy. Its initial adver- 
tising was done in August. It plans 
to run the six-column advertisement 
which appeared in the Times also in 
the San Francisco Examiner, Chicago 
Herald and Examiner and New Or- 
leans Times-Picayune this Sunday. 

Further than this, its plans are un- 
decided, according to William H. 
Rankin Company, its advertising 
agent. 

Gordon Stewart, president of Park 
& Tilford, declining to announce defi- 
nite results of their smashing copy 
last week, indicated however that im- 
ports consigned to the firm will run 
into the “millions of dollars.” Re- 
sponse to the advertising shows a 
widespread demand. 

Orders were received from Maine 
to California. There is a public will- 
ingness, he said, to pay $2 to $3 a 
bottle for imported gin. The largest 
demand in hard liquor was for Scotch 
whisky. Imported gins were next 
and brandies third. Champagnes led 
the wine list, followed by sherries, 
ports and sparkling burgundy. 

Wines of France, Ltd., with 200- 
line copy in the Times for agencies 
for its champagnes and rare wines, 
and B. B. Dorf & Company with an 
advertisement of similar size and 
purpose were other alcoholic bever- 
age advertisers to enter the local pic- 
ture this week. 

Dorf will run the same copy in sev- 
eral out of town newspapers under 
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ADVERTISING AGE 


October 


direction of Thomas H. Reese & Co., 
Inc., who are preparing a campaign 
of near-national scope. This will not 
start for at least a month. 


Others Seek Dealers 


Schenley Distillers Corporation is 
concentrating its present efforts on 
building a sales organization, but it, 
too, expects to strive for the favor of 
consumers shortly. Lord & Thomas 
are working up a newspaper cam- 
paign for this account. 

Schenley’s problem is common to 
that of other large organizations with 
humerous brands to advertise. The 
method employed will be to promote 
the individual brands separately, ac- 
cording to merit and dealer require- 
ments. The idea of a single blanket 
campaign for all brands to be mar- 
keted by the company is regarded as 
impractical by its officials. 

Advertising plans of Schieffelin & 
Co., liquor merchants for 139 years, 
are being developed but will not be 
completed for at least two or three 
weeks. Geare-Marston, Inc., is its 
agency on liquor advertising. The 
company has the U. S. agency for 
Hennessy brandies and Teachers 
whiskey. 

Other Importers 

Julius Wile, Sons & Co., represent- 
ing 24 liquor producers, have not 
entered actively into the development 


of consumer advertising plans for 
them. Some trade paper work has 
already been done. Grant & Wads- 
worth & Casmir, Inc., is the agency. 
The large number of wines and 
liquors for which the firm is agent 
makes advertising a difficult problem. 
Probably each account will be adver- 
tised separately following a general 
announcement of the entire group in 
a manner similar to the much dis- 
cussed Park & Tilford advertising. 

Maison Pichel also has placed its 
account with Grant & Wadsworth & 
Casmir. Its non-alcoholic flavors, 
Peeko, according to an executive, will 
be given the benefit of renewed ad- 
vertising effort since the recent trip- 
ling of sales indicates there will be 
continued demand for flavors with 
which to mix alcoholic drinks in the 
home. 

Teaser copy in the New York 
Times, New York Daily News and 
Newark News will soon appear as the 
first advertising of the Graystone 
Wineries (Bisceglia), San Jose and 
San Helena, Cal. The same agency 
handles this account. 


Appoint Brearley 


Griswold, McLean & West, New 
York mining engineers and consult- 
ants, have placed their advertising 
with the Brearley Service Organiza- 
tion, New York. 


McCann-Erickson 
Opens Oregon Office 


McCann-Erickson, Inc., has opened 
a branch office at 1308 Public Service 
Bidg., Portland, Oreg. W. A. Joplin 
is in charge. 

The agency has been appointed to 
handle advertising of Northwestern 
Electric Company and Portland Gas 
& Coke Company. 


Schenley Appoints Two 


Norman A. Jones, recently with 
George T. Stagg & Co., a Schenley 
affiliate, has been appointed manager 
of the St. Louis office of Schenley 
Distillers Corporation, New York, 
and Murrel J. Ades, also with that 
affiliate, will be division sales man- 
ager for the northwest for the George 
T. Stagg & Co. and Joseph S. Finch 
Company, with his office in Chicago. 


S & S Appoints 
The S & S Medicine Company, 
Houston, Texas, has named the 
Rogers-Gano Advertising Agency to 
direct advertising of S & S Creo- 
Elixir, S & S Gas-Lax, and S & 8 
Zemerich Ointment. 


Beer Campaign 
Aztec Brewing Company, San 
Diego, Cal., is using large space in 
newspapers for its A. B. C. beer in 
pint bottles. Patten Advertising 
Service, San Diego, is in charge. 


An Investment Broker 


Analyzes the 


HOMES THAT BUY 


“Analyzing your subscribers from the investment standpoint, I 
would say that a big percentage of t hem are investors, or pros- 
pective investors, having what I would call good investment 
intelligence. Of the known investors listed, a large percentage 
have good incomes and are building a surplus comprised of 
high grade securities . . . We feel that we may rely upon this 
group giving us good investment business. Among those listed 
are several persons connected with institutions buying invest- 
ments on a large scale...........” 


(Number 9 of a series of comments by busi- 


ness men on 


the buying habits of Quality 


Group subscribers in their communities, after 


carefully checking The Quality Group sub- 
scription lists. Writer's name available.) 


ATLANTIC MONTHLY 
CURRENT HISTORY 
THE FORUM 


People with “good investment intelligence” also have the 
intelligence to know that they should put part of their in- 
comes into those things that make living more enjoyable. 
The half-million Quality Group subscribers constitute that 
portion of each community with a buying surplus, whose 
influence extends well beyond their own homes. They are 
the country’s largest strictly quality market. Whether you 
sell investment securities, or commodities, intelligent buy- 
ers are most easily and economically reached through The 
Quality Group magazines. 


THE QUALITY GROUP 


HARPERS MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


597 Fifth Avenue, New York City 


BOSTON - CHICAGO - SANTA BARBARA 


TYPICAL NRA "BUY NOW" COPY 


SHABBY GENTILITY-— 
It’s Time For You to Go! 
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“NOW IS THE TIME TO BUY” 


IMGNATURES OF SPONSORS GO HERE) 


The NRA has sent a series of 12 suggested advertisements to news- 

papers, which are to be sold to business groups backing the “buy 

now" drive. Another series of 24 advertisements featuring individual 

commodities is also available. Both series are the work of promi- 
nent agencies. 


A.F.A. OPPOSES 
FIGURING SALES 
EXPENSE AS COST 


New York, Oct. 12.—In view of 
dangers to advertising in contem- 
plated price controls for many in- 
dustries under codes which seek to 
include marketing expense in the 
minimum selling prices, Alfred T. 
Falk, Washington representative and 
director of research for the Adver- 
tising Federation of America has 
filed a brief with the NRA protesting 
such provisions. 

His statement sets forth a number 
of objections to the principle of add- 
ing marketing expense to cost of 
production in computing costs under 
those codes which prohibit manufac- 
turers to sell below cost. Such codes 
provide for the setting up of stand- 
ard accounting practices and in a 
number of industries, marketing ex- 
pense will be included as part of cost 
under present plans. 

The A. F. A. viewpoint is that such 
price control would in effect prohibit 
national advertisers from rehabilita- 
ting shrunken sales volumes if the 
process requires large expenditures 
for advertising and sales promotion. 

“Many companies which possess 
the necessary capital have now ac- 
cumulated sufficient confidence in the 
future to be willing to invest such 
large sums in rebuilding sales,” Dr. 
Falk declared. “The resulting ratio 
of marketing expense based on cur- 
rent sales will be much higher than 
normal. 


Would Raise Costs 


“If code regulations should require 
that the expenditure for marketing 
be recovered in current selling prices 
it would become necessary to raise 
prices far above competition and 
consequently the plan for sales ex- 
pansion becomes impossible of suc- 
cessful execution. 

“To require that the selling price 
of a product cover the absolute cost 
of selling would prevent new com- 
petitors from entering an established 
field,” he further notes. “It is not 
at all unusual for well-financed com- 
panies to initiate their business ca- 


reers with ambitious programs of 
promotion which inevitably bring the 
total cost of production and market- 
ing far above the selling price estab- 
lished by older competitors. This 
type of price control would therefore 
create a semi- monopolistic situation 
by effectively keeping out new com- 
petitors.” 


Heinz Gives 
Humorous Copy 
Southern Test 


New Orleans, La., Oct. 12.—In a 
test campaign in the Times-Picayune 
and the Tribune, the H. J. Heim 
Company, Pittsburgh, is using a 
humorous spicy type of copy on one 
of its oldest products, prepared yel- 
low mustard. 

Striking situations in the social 
world are revealed, such as when 
the hostess finds her “guests’ eyes 
requesting more” and “guests ex- 
citedly talking—talking about food. 
How unrefined!” - 

Three 112-line insertions are ap- 
pearing weekly in each paper. The 
campaign will last seven weeks. 
Usual Heinz position is understood 
—women’s features page or food sec- 
tion. 

The New York office of Maxon, Inc., 
created the campaign. 


Benton & Bowles Has 
Sal Hepatica, Gets Carter 


Benton & Bowles, Inc., New York, 
has been appointed by Bristol-Myers 
Company to handle the advertising of 
Sal Hepatica. 

John Carter, formerly with J. 
Walter Thompson in Chicago and 
New York, has joined Benton & 
Bowles. He will work on radio copy 
and production. 


Owen With Maclean’s 


R. Bruce Owen has returned to the 
advertising department of Maclean’s 
Magazine, Toronto, with which he 
was connected ten years ago. In the 
interim he has been advertising man- 
ager of Toronto Globe, Toronto Mail 
«& Empire, and Montreal La Patrie. 


Paper’s New Name 


Chemical Markets changes its name 
to Chemical Industries with the Oc- 
tober number. 


ae ae) F om ve aoe 7 aa ia as Be a Fars” = et = us oe : ss F es ioe Re are ” : ay a a “ade “ ‘ eee i 71 by is oe yh tee Seer ’ e x ee _ ; im aes ; 
. a 14, 1 Octobe 
ean a fEC0CO0OCOOOOOCOCOOOOOOOOCOOOOC CO OSC: LKL———————LK— nf 
soy | | —_ 
a, re 
: ’ 
, — T = - ™ ~ a 
| ak = geet 
¥ | e? on aw) si 
| Fs . ae = 
oe | A Ge 
a SSE2SSScass a ‘ae 
ass a pe aot os — 
Bigs le +e : “hea ye ava 
iid NE-. — JR, | ‘2 
_e FE | a” A, i oo 
; 1? 
22> awe, SNe 
FOR che teet four pene ail of ae have bene detng 
Semeses | ss RS | eee: 
se | Ss a See 
| = 7 1 II 
=a 
. = See pe Taig 
a || ta | 
<i } a 
- PE ia : . SHTSSESEES 
. | — | - queers: | taser sto 
= an 
oe a ad | a | 
eae | 
pe 1 . | ree esses | 
ss Ee | || MUI |! MEURTOES || | - 
per ____ -tehnaaieesaaieemmemenaaataed f 
ee ; * 
ee 
a 
| 
peek . | 
og 
moet a 
ee a | 
*: Se an 
| 
= ss | 
[ an ‘ 
Ws” ‘= | — 
— ae 
—s| B 
= a cc am 
we ls. yO | 
. _ r 5 4 > 
Som, 
ite oad 
| 
‘ 
| 
oA | 
aay 
ae | 
/; 
/ 
eY Se oe Ri a gp Gt ti ia eee i ee % Bee Fe (EDR ee age te ai Bai asia! Oe ar Bia jie es a ae oo Pa er er as pei > nee SEs ane SR ea een Res fe Sore ; its ? anes ea a 
ean eee | yt ne Rem Re ren ar Ie Te eT eR eens =. OR x ae A eas i 


til crober 14, 1933 ADVERTISING AGE 


Magazine-Selling Druggists 
Rate TRUE STORY 
First Advertising Choice 


‘| ,..Reports Druggists’ Merchandising Bureau’ 


; 


} jut 


| “Unt: 


- Your druggist stands high in his community. He is a man of integ- 
ie | rity and authority. He enjoys a high, natural order of intelligence 
as plus a university training. His selling sense has been sharpened by 
= long hours behind the selling counter in a stiffly competitive field. 
is of 
the 
kt Such men are shrewd, practical judges of the selling effectiveness 
‘This of the periodicals on their magazine rack. They rate True Story 
ation as their first advertising preference in the magazine field. This rat- 
ing carries a sharp significance for every drug and toilet goods 
advertiser—for every advertiser seeking volume sales. 
. 
ry 
eat HOW DRUGGISTS RATE MAGAZINES 
In a 
i. BEST SELLER FIRST ADVERTISING CHOICE 
ig a 
| yel- 
ail © True Story ...... 115 >TWwettery ...... 8 
ge a McCall's . . 2. 1. . 592 
food. Saturday Evening Post. . . . 711 Good Housekeeping . . . . 536 
= Collier's . . . . - «+ - 35] Saturday Evening Post... . . 494 
_— McCall's . a a an a ee oe ee 257 Liberty an 4) ares oe A418 
a Good Housekeeping . . . - 7 Ladies’ Home Journal . . . . 216 
Inc., i 
hn a a ae ke a 6) so 
ove story . .-+-.+ +--+ « 
Cc li a a oy a oe 
rter Ladies’ Home Journal . . . . 17 heb — ; ii 
yer Woman's Home Companion. . 17 when's Heme Companion. + a0 
1g 0! ‘ 
. Oe a American - - 2s 2 es + 99 
A Pictorial Review . ee Delineator. . . . . «© « . 27 
~~ a Pictorial Review . . . . . . 21 
s 
i 
the *The Druggists’ Merchandising Bureau undertook this survey at the instiga- 
Mail tion of True Story Magazine. The Druggists’ Merchandising Bureau prepared 
¥. and mailed questionnaires, received and tabulated the returns. True Story 


; Magazine footed the bill. For the full report and details of method, write True 
ame Story Magazine, 420 Lexington Avenue, New York, N. Y. 
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The Tugwell Bill 


National advertisers, particularly 
those in the food and drug fields, who 
would be immediately affected by the 
proposed changes in the food and 
drugs act whereby advertising would 
be regulated and infractions severely 
penalized, were inclined some months 
ago to “play ball” with the Depart- 
ment of Agriculture in the amend- 
ment of the law. 

The feeling on the part of impor- 
tant advertisers at that time was that 
regulation of advertising by the fed- 
eral government was practically in- 
evitable, and that it would be better 
policy to work with the authorities at 
Washington in drafting an acceptable 
law, rather than to oppose any and 
ail legislation of this character, with 
the possibility of having to operate 
under an unfavorable set of regula- 
tions imposed following an unsuccess- 
ful fight to defeat them. 

Now, however, with the probability 
ahead that the amendments favored 
by the Department of Agriculture 
and Dr. Tugwell will mean the sort 
of bureaucratic control which will 
hamstring legitimate effort in many 
directions, and will provide unduly 
severe penalties for technical viola- 
tions, it is becoming increasingly evi- 
dent that advertisers must make a 
stand and fight the imposition of 
shackling regulations of this charac- 
ter. 

Dr. Tugwell’s recent attempt to re- 
assure advertising, and to relieve ap- 
prehensions regarding the effect of 
the proposed amendments, was some- 
what offset by reading of bills which 
have been introduced in both houses 
of Congress. Some of their provisions 
are so ambiguous and indefinite as to 
make it almost impossible for a man- 


Becomes an Issue 


ufacturer to determine whether a 
given advertisement violates the law. 

An advertisement, according to the 
Tugwell bill, is deemed false if in 
any particular it is untrue or by am- 
biguity or inference creates a mis- 
leading impression. It is likewise an 
infraction to make any statement 
which is contrary to general agree- 
ment of medical opinion. These are 
general statements the interpretation 
of which, involving millions of dol- 
lars’ worth of business and carrying 
the threat of prison sentences for of- 
fenders, will be the responsibility of 
bureaucrats who may or may not be 
endowed with complete knowledge, 
wisdom and justice. 

The advertising field has been more 
than generous in its attitude toward 
reasonable regulations which will 
eliminate fraudulent or untruthful 
advertising, even though present 
laws control practically all flagrant 
offenses of this kind. As John C. 
Sterling suggested to the National 
Publishers’ Association, however, the 
time to oppose laws which will work 
hardship and injustices on both ad- 
vertisers and publishers is before. not 
after they are adopted. 

As the Tugwell bill stands today, 
ADVERTISING AGE believes that the 
only sound policy for those interested 
in reasonable supervision and control 
of advertising is outspoken and vig- 
orous opposition to the measure. De- 
fense against the destructive effects 
of the wrong kind of legislation, such 
as this undoubtedly is, should be or- 
ganized so strongly as to leave no 
room for congress to mistake the in- 
formed opinion of advertising inter- 
ests. 


Selling Higher Prices to the Consumer 


The basic problem of the NRA, in- 
cluding the current “Buy Now” 
drives, is, essentially, winning public 
acceptance for the higher retail 
prices which are a necessary and in- 
evitable part of operations under the 
codes. While in some exceptional in- 
stances this may not be necessary, it 
is certain to be the case in most lines. 

National advertisers may profit 
from the method employed by Bloom- 
ingdale’s department store, in New 
York, in which it is using full-page 
newspaper space to picture merchan- 
dise priced at NRA and previous fig- 
ures. In the case of a man’s shirt, 
the former price was 89 cents; the 
present figure, $1.25. In eloquent 
terms it explains the difference: 

“The man that grew the cotton for 
it lost money. The workers in the 
mill where the yarn was woven into 
fabric received starvation wages—$4 
and $5 a week. The girls that fash- 


ioned it into a shirt tried to keep 
the wolf from the door with $5 a 
week, and in many instances even 
less. Their employer lost money. 
Cut-throat competition, together with 
curtailed buying power, forced the re- 
tailer to sell it, too, at a price which 
would attract you to buy it, but which 
netted him a loss. 

“At 89 cents it was a bargain. A 
bargain built on misery—distress— 
losses—and suffering, all along the 
line. A bargain that threatened the 
very structure of this country.” 

The contrast, presented with equal 
power, furnished real testimony to 
the fact that NRA prices, while 
higher, represent living wages for all. 
Convincing evidence of the same sort 
might well be brought forward, in 
advertising, to justify the advances 
which will now have to be put into 
effect. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 527. 
&. P. 
A humorous presentation for The 
Sportsman Pilot which nevertheless 
tells an interesting story about the 
market covered by this unusual pub- 
lication. Circulation, buying power, 
ete., are presented in informal but 
effective fashion. 


The Autobiography of T. 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall’s Magazine into 
“three magazines in one.” 


No. 520. Canadian Home _ Journal 
Circulation Analysis. 

A comprehensive analysis of Ca- 
nadian population, families and cir- 
culation of Canadian Home Journal, 
by provinces, cities, counties, etc. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 


This fifty-four page brochure is 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


No. 521. The Printability of Certain 
Papers and Why. 

A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 


spotted on a map of the city and 
tied up with actual photographs of 
the site. 
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Wight Liked Direct 
Mail Meeting Report 

To the Editor: I took on the train 
with me yesterday a copy of your 
issue of Sept. 30 and read very care- 
fully your report of the direct mail 
meeting in Chicago. I just want to 
say that I think it’s one of the ablest 
jobs of reporting that has come to my 
attention in a long while. 

The association and everyone in 
the direct mail business are indebted 
to you for the skill displayed by your 
staff and the way in which you pre- 
sented the highlights of the confer- 
ence. I want you to know that the 
members of the board of the associa- 
tion appreciate the good work you 
have done. 

Exior L. WiGHt, 
United States Envelope Company, 
Springfield, Mass., president, Direct 
Mail Advertising Association. 
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And So Did Bethge 

To the Editor: My acknowledg- 
ment of your contribution to the Di- 
rect Mail Advertising Association and 
its convention would not be complete 
without a special acknowledgment of 
the manner in which you reported 
the convention in ADVERTISING AGE. 

Without the publicity contributed 
by your publication, the advertising 
and sales messages delivered from 
the platform of the convention would 
never have reached beyond the con- 
vention hall audience, and many of 
the advertising fraternity would have 
been denied the benefit of these mes- 
sages. 

The Direct Mail Advertising Asso- 
ciation feels deeply grateful for your 
wholehearted and generous coopera- 
tion. 

C. A. BETHGE, 
Vice-President, Chicago Mail Order 
Company, convention chairman. 
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No More Snatches 


To the Editor: Am enclosing one 
dollar for a year’s subscription to 
ADVERTISING AGE. 

I have been getting snatches from 
other people’s copies for long enough. 

You have a wonderful little paper 
that fills a real need in advertising 
work. 

I. F. WEBB, 
Advertising Department, E. J. 
Brach & Sons, Chicago. 
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“A. A.” Copies for All 


Curtiss Candy Salesmen 
To the Editor: I have read with 
much interest the article on our 


broadcasting activities which appears 
ADVERTISING 


in the Oct. 7 issue of 


Voice of the Advertiser. 


AcE. I want to compliment you on 
the fine way in which you have han- 
dled this story. 

I am having one copy of this pub 
lication placed in the hands of each 
of our salesmen feeling that they, 
too, will be greatly interested in what 
you have to say about us. 


Orro SCHNERING, 


President, Curtiss Candy Company, 


Chicago. 
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Strange Similarity 

To the Editor: The advertisements 
enclosed (Hills Bros. and Borden’s) 
appeared in Los Angeles papers 
within a few days of each other. 


2. FRESHNESS 
= = 


for the matchless goodness 
of HILLS BROS COFFEE 


Hills Bro. Coffee is roasted, ground and packed to perfection! 
Ih has everything you could want in @ coffee—and it hes it 
in every pound. There is sever any variation! Just wait till 
you begin using Hills Bros. Coffce regularly, and you'll know 
what we mean. There's nothing—mot even a single word that 
fully describes the delight you will Gnd. You must drink Hille 
Bros. Coffee and taste it for yourself. Order your first pound 
today, by mame, and look for the Arab trade-mark om the can. 


You have commented before on 
other coincidences of this kind, and 
may be interested in the unpremedi- 
tated similarity of these two pieces 
of food copy. 


MARTIN ALLEN, 


Martin Allen Advertising, Los 
Angeles, Cal. ‘ 
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ADVERTISING AGE 


Campbell’s Soups 


add America’s Best-Read’ Weekly 


to their advertising list 


Now, famous Campbell’s Soups color pages go to nearly two 


and one-quarter million new families | jireratspendine Leaders Everywhere 


The New, Young, one Seen 


Practically All These Readers Live in Cities Where Campbell’s 


Soups Displayed on Counter Provides 100% Sales Tie-Up 
- 
> a 
sis "| Little more than two years ago, the Campbell Soup Company magazine of the millions of young, modern, aggressive leaders 
» han- saw a magazine re-born. After Liberty’s acquisition by in every city, the magazine read more intensively and more 

Macfadden Publications Incorporated, Campbell’s Soups thoroughly than any other popular publication, 

$ pub watched it embark on a constructive program to make it a — 

each reater force than ever in the lives of the millions who __ To the Campbell Soup Company and to the distributors of 
they, Eonght it weekly. its famous soups Liberty wishes even greater success than ever 
wha before and is proud to have the opportunity to render the con- 

Campbell’s observed improvements in the quality of Liberty’s tribution to that success for which it is so particularly fitted. 

oe paper stock, inks and printing. They el the growth of a 
onal great contributing staff of illustrators and writers. WHY CAMPBELL’S SOUPS BOUGHT LIBERTY 


They sensed the development of a powerful editorial policy, 
liberal, independent, courageous, dedicated to a tradition-less 
appraisal of the way that the world is going. (Liberty was the 
first popular magazine to point out Mr. Roosevelt’s qualifica- 
tions for the Presidency, the first to predict Hitler’s rise and 
publish his plans, the first to publish the Smith plan for 
repeal which was written into the Democratic platform and is 
now in full operation bringing about the end of Prohibition.) 
They thought it reasonable that such editing would attract 
the new, younger, liberal-thinking, liberal-spending leaders 
in every city. 


Now, finally, Campbell’s have seen that these management 
policies have resulted in solid reader support throughout even 
the most trying periods of the depression and that the ws 
established financial stability of the management has actually 
been enhanced by an almost immediate publishing profit. 


Probably no other individual institution has behind it so 
eat a record of dollar-years of advertising experience as the 


1. Nearly two and one-quarter million new circulation — the 
only reading group not now being covered Campbell’s 
many magazines—the younger, liberal-thinking, liberal-spend- 
ing group who are the new leaders in every community. 


2. The magazine being read most thoroughly today. Thirty- 
seven surveys b feclbesss George W. ‘Caliup, formerly of 
Northwestern University, Percival White Incorporated and 
Dr. Daniel Starch, formerly of Harvard, indicate that adver- 
tisements in Liberty are seen and read by agreater proportion 
of its circulation > in any other popular magazine; this 
means hundreds of thousands of extra sales impressions. 
(More men and women reiterate their interest in Liberty by 
voluntarily asking for it at the newsstands every week than 
any other magazine published; 99% of Liberty’s circulation is 
bought at retail, just like Campbell’s Soups, without any free 
premiums or cut-rate subscription inducements.) 


3. The favorite weekly of women. Intellectually emancipated 
womanhood flocks to Liberty’s modern viewpoint. The Gallup, 


- pbell Soup Company. | White and Starch surveys indicate a far greater proportion of 

ons Probably no equally successful concern can credit its adver- woman readership than in the case of any other weekly. 

all tising policies with playing a greater part in that success. 4. The majority of Liberty’s circulation bulks in the cities, 
, where retail product displays can complete the sale started b 

=EE ee mane ee > Spees oe ntary Comphelt's Soups Reve Campbell’s color pages. Liberty has a eae proportion of ite 

saleusies & ; circulation in the cities than has any other magazine published. 
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Practically all of the magazines that Campbell’s Soups 
elected to support in the years gone by have justified 
Campbell’s jekpnent by becoming the country’s greatest 
journalistic influences and advertising mediums. 


Now, the Campbell Soup Company, with its viewpoint 
untarnished by these years, ever fresh, young and modern in 
its appraisal of changing conditions, recognizes this great new 
journalistic force that is entirely a product of the current times. 


To its list of tried-and-true mediums, Campbell’s Soups add 
Liberty, the magazine asked for week after week to ay by 
more men and women than any other magazine published, the 


memere 


See First New Campbell’s Soup Advertisement in 
Liberty for October 21st on every Newsstand 


Liberty 


America’s Best-Read Weekly 


+k 37 Investigations Indicate That 
Stories, Articles and Advertise- 
ments Are Read More Thoroughly 
and in Liberty Than in Any of the 
redi- 12 Other Biggest Magazines. 
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Discuss Repeal of “Record” Has New Presses Brewer Appoints 7 issue of ADVERTISING AGE, by the 


Occupation Analysis 

The Oct. 7 issue of this paper re- 
ported that directors of the Audit 
Bureau of Circulations will consider 
mandatory occupational analyses for 
business papers at the meeting in 
Chicago next week. 

This analysis has been mandatory 
for some time. The discussion will 
center around a proposal that this re- 
quirement be repealed. 


Citrus Papers Merge 
Beginning with the October issue, 
Texas Grower & Shipper will be com- 
bined with Teas Citriculture. 


The Boston Daily Record, tabloid 
picture paper, has placed an order for 
two new sextuple printing presses 
with the Wood Newspaper Machinery 
Company, increasing its press ca- 
pacity 100,000 copies per hour. John 
T. Cushing is publisher and Ernst 
Hoftyzer advertising director. 


Representatives Picked 


Lubrication and Maintenance has 


appointed the following representa- 
tives: George M. Earnshaw, Cleve- 
land, formerly with Rock Products, 
to cover Ohio and Pennsylvania, and 
R. J. Birch & Co., San Francisco and 
Los Angeles, for the Pacific coast. 


The Standish Advertising Agency, 
Providence, R. I., has been named to 
handle advertising of the Narragan- 
sett Brewing Company. 


A. F. A. District Meet 


The annual convention of the 10th 
District, Advertising Federation of 
America, will be held at Fort Worth, 
Texas, Nov. 10-11. 


“Sunset” Names Rep 


Sunset Magazine, San Francisco, 
has appointed Robert B. Johnston 
Company, Palmolive Bldg., Chicago, 
midwestern representative. 


| TO HIS MAJESTY: 
“JUNIOR — the World’s Greatest Salesman” 


1933-1934 KSTP CHILDREN’S HOUR 1933-1934 
P.M. MON. TUES. WED. THU. FRI. SAT. 
4:43 UNCLE TOM AS MASTER OF CEREMONIES 
4:45 
4:50 WIZARD WIZARD 
OF *EB OF *EB wEane *EB 
Oz 'N Oz 'N eal 'N 
Oz 
ZEB ZEB ZEB 
5:00 THE DAILY LAUGHS 
5:02 
*RUF PETER *RUF PETER *RUF PETER 
AND AND AND AND AND AND 
REDDY NANCY REDDY NANCY REDDY NANCY 
5:12 
TINY *x HOBBY QUACK *HOBBY TINY * HOBBY 
TIM CLUB DOODLE CLUB TIM CLUB 
5:20 
ROCK OAK ROCK OAK 
5,25 * HUMPTY * HUMPTY at *% HUMPTY REAL 
DUMPTY DUMPTY DUMPTY OPLE 
Adventure Adventure on 
5:30 OUR GANG LETTER BOX 
5:33 THAT MAGIC MINUTE 
5:34 
BOY GIRL #CORNER STORY 
sc SCOUT Poros e *% CORNER LYON 
FIRE CIRCLE TIME CUPBOARD cuss 
5:44 TODAY'S BIRTHDAYS 
5:45 
LITTLE ORPHAN ANNIE 
I 6:00 END OF CHILDREN’S HOUR 


*—INDICATES AVAILABLE PROGRAMS 


WRITE OR CALL OUR NEAREST OFFICE: 


ST. PAUL OFFICE 


FORD BILLINGS Eg. P. UR FREE & SLEININGER, INC. 
ST. PAUL HOTEL RADISSON HOT 180 N. MICHIGAN AVE. 
CEDAR 4400 BRIDGEPORT 3222 FRANKLIN 6373 


MINNEAPOLIS OFFICE 
P. SHURICK 


CHICAGO OFFICE 


FOLLOW 
THE 
TREND! 


Who can resist the “I want it” 
sales appeal of a child? Evidently 
smart advertisers—from personal 
experience—know the answer is 
NO ONE! And, being smart, 
they are placing their own sales 
story right up to “Junior” and 
“Sister”—with gratifying results! 


K S T P was one of the first to 
make something BIG of this new 
market for its advertisers. For 
four years “Uncle Tom” has been 
building up a great responsive 
audience among children. So, to- 
day, K S T P offers you dominant 
coverage in the 9TH U. S. RE- 
TAIL MARKET (Minneapolis 
and St. Paul) with 1,142,093 pop- 
ulation — 282,218 families — and 
more than 100,000 of “the world’s 
greatest salesmen” to sell your 
product. 


Just glance at the “line-up” on 
the left for proof! *INDI- 
CATES AVAILABLE PRO- 
GRAMS. 


Well, how about it? 


KSTP 


PROGRAM POPULARITY 
INSURES 
AUDIENCE PREFERENCE 


NEW YORK OFFICE 
PAUL H. RAYMER 
205 E. 42ND STREET 
MURRAY HILL 4-0658 


AGENCY CODE 
REDRAFTED BY 
CHICAGO GROUP 


Formation of New Association 
Is Planned 


——_——_— 


Chicago, Oct. 13——Drafting of a 
completely new code of fair practice 
for the advertising agency business, 
and preliminary organization of the 
Advertising Agency Institute of 
America, under whose auspices the 
code is to be administered, was an- 
nounced today by M. E. Maggart, 
president, Maggart Corporation, 
chairman of a committee of agency 
heads which was delegated to per- 
form this task following a meeting 
of several score smaller Chicago 
agencies. 


The new code is shortly to be sub- 
mitted for approval to every agency 
in the country, along with an invita- 
tion to join the new institute, which 
will aim to enroll all advertising 
agencies within its ranks. 


As indicated by preliminary discus- 
sions, reported in previous issues of 
ADVERTISING AGE, the newly drafted 
code differs from that already sub- 
mitted to the NRA most markedly in 
those sections dealing with fair prac- 
tices, administration, and costs. Def- 
initions, wages and hours provisions, 
ete., of the submitted code are un- 
changed. 


The first two sections of the sub- 
mitted code dealing with fair prac- 
tices are omitted entirely from the 
newly drawn document, and while 
the clause prohibiting rebating is re- 
tained, one significant deletion is 
made. This refers to agency recogni- 
tion “required by media owners 
and/or their organized bodies.” 


Changed Administration 


Greatest differences between the 
submitted code and that which has 
been drafted here are noticeable in 
the section on administration. 

Whereas the earlier code provides 
for a board of twelve representatives 
of subscribing agencies, plus the 
president of the American Associa- 
tion of Advertising Agencies, and not 
more than three representatives with- 
out voting power of the President, the 
newly drafted code calls for a board 
of 15 chosen from _ subscribing 
agencies, and outlines their method of 
selection in detail. The non-voting 
representatives of the President are 
also provided for. 

The new plan calls for segregation 
of all agencies into five classes based 
on volume of business: (a) less than 
$50,000; (b) $50,000 to $100,000; (c) 
$100,000 to $250,000; (d) $250,000 to 
$1,000,000; (e) $1,000,000 and over. 
One member of each of these five 
groups is to be selected by caucus for 
each of three sections into which the 
code divides the country; one for 17 
eastern states, one for 14 central 
states, and a third for the 17 western 
states. 

“The group so chosen will consti- 
tute a truly representative body,” the 
code declares. “This method of selec- 
tion will also provide each district 
with a regional committee for the 
purpose of administration and pre- 
liminary hearings on such violations 
of the code as might be reported.” 


Apportions Costs 


The code which has already been 
submitted to Washington constitutes 
the president of the A. A. A. A. as 
administrative officer, and provides 
for election of committee members on 
a national basis, with voting strength 
distributed according to volume of 
business. 

Another section of the earlier code 
which had created much discussion, 
that dealing with administration 
costs, is radically changed in the 
newly drawn document. The original 
code provided for a flat assessment of 
$10 per agency, regardless of size, but 
this provision has been somewhat 
modified, as pointed out in the Oct. 


understanding that smaller agencig 
will be charged a maximum of $1§ 
and if additional expenses are ig 
curred, the larger agencies will megt 
them. 

In the newly drawn code, fees arg 
apportioned according to the classif, 
cations drawn up for membership, 
with the smallest agencies paying $2, 
and the largest $25. If additional 
funds are needed, all are to be ag 
sessed in proportion. 

Opposition to the provisions of the 
original code, which provide for the 
furnishing of information to the ex. 
ecutive officer of the committee ang 
for examination of agency books for 
purposes of verification, induced re 
writing of this section of the code to 
provide that when charges of code 
violation are filed with the commit. 
tee, the agency accused shall be sup 
plied with a specific statement of the 
charges made, together with the 
names of those making the charge. 

Thereupon the accused shall be 
given an opportunity to refute the 
charges, or, if they are proven true, 
to correct them within ten days. 

If, however, the alleged violation is 
one concerning rebating, the code 
provides that “upon approval of the 
administrator that part of the books 
and records of the accused pertain- 
ing to the specific violation charged 
may be inspected by a qualified ac- 
countant . . .; but in no case shall 
the accused be required to deliver his 
records to the committee or furnish 
copies thereof.” 


Heinz Issues 
New 100- Page 
Recipe Book 


New York, Oct. 12.—While many 
food advertisers are dubious about 
the value of recipe books, considering 
the great expense of producing and 
distributing them, the H. J. Heinz 
Company, Pittsburgh, has no doubt 
on the subject. 

The company has just brought out 
a new 100-page volume, dubbed “The 
Heinz Salad Book.” It supersedes a 
popular salad book issued about five 
years ago, which has undergone num- 
erous printings. Copies of the new 
book may be secured only from Pitts- 
burgh. Magazines, newspapers and 
radio will carry the good news to the 
public. 

The page size of the new book is 
6x8%, inches. A varnished coated 
stock in four colors was used for the 
cover. Most of the inside pages carry 
at least one extra color. 

Prepared by the New York office 
of Maxon, Inc., the new salad book 
was the subject of extensive advance 
research. It is beautiful enough to 
attract the interest of housewives, 
strong enough to stand daily work- 
outs on the kitchen table. Typog- 
raphy is such as to make it readable 
at some distance and the saddle 
stitch makes it lie flat for such read- 
ing. 

In general Heinz products are kept 
to one side throughout the book, 
which is thus presented as an 
authoritative and unbiased work. 


Woodbury On Air 


The John H. Woodbury Company 
has signed Bing Crosby and Lennie 
Hayton’s orchestra for a series of 
weekly half-hour programs over a 
coast-to-coast Columbia network be- 
ginning Monday, Oct. 16 at 8:30 EST. 


Now It’s Lemon Juice 


Bottled pure lemon juice is being 
introduced sectionally by Lemon 
Juice, Inc., Oakland, Calif. A na- 
tional campaign is planned after the 
first of the year. 


Picks Sutherland 


Advertising of the Barnstead Still 
& Sterilizer Company, Boston, has 
been placed with K. R. Sutherland. 
Business papers and direct mail will 
be used. 


Agency Moves 
Beaumont & Hohman advertising 
agency has moved its Texas office 
from the Milam Bldg., San Antonio, 
to Tower Petroleum Bldg., Dallas. 
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MODERN 
BREWERY 


COMPLETE 


Publication Headquarters 
for the 


“Revival Industries” 


The publishers of MODERN BREWERY an- 
nounce the publication on December Ist of MOD- 
ERN DISTILLERY. 


From the publisher’s standpoint this is the logical 
completion of a unit of coverage partially proferred 
with the Modification Act on beer and so success- 
fully met wih MODERN BREWERY, and now be- 
yond reasonable doubt available in its entirety and 
recognition completed with MODERN DISTILLERY. 


In large measure the same viewpoint holds with 
most advertisers, the brewing industry and the dis- 
tilling industry comprise a unit market to go after. 
Though each industry is most decidedly separate and 
distinct in production, product and practise, their 
immediate purchasing needs are by and large quite 
similar. To those advertisers particularly, therefore, 
who followed our story on the tremendous markets 
opened up by the brewing revival and got in on the 
ground floor through the medium of MODERN 
BREWERY, we would say, don’t stop half way. 
Here’s your other half of the same pie—MODERN 
DISTILLERY serving. A combination rate is pro- 
vided. 


It has been the experience of the publishers that in 
the case of these newly revived fields the pressing 
need of the manufacturer and advertiser is for 
sound information and enlightenment on just what 
the industrial and business set-up is or is going to 
be in,these industries. To many they represent brand 
new markets and their very existence for these con- 
cerns and their particular products must first be 
pointed out and explained. The point is made, 


= 


MODERN DISTILLERY 


therefore, that no company with the remotest idea 
that they may have something saleable to either one 
or both of these industries should pass it up with- 
out a thorough investigation. And in that investi- 
gation the very first step is to get in touch with the 
publication headquarters of these “revival” indus- 
tries. MODERN BREWERY and MODERN DIS- 
TILLERY have the dope and it’s yours for the 


asking. 


MODERN DISTILLERY will provide the distilling 
and allied fields the same excellent publishing job 
that was accorded the brewing industry by MODERN 
BREWERY. Besides the distiller, it recognizes fully 
the coming importance of the rectifier in the new 
set-up, as well as the wholesaler’s close affinity to 
the producing end in so many cases. The importer 
and the matter of vintages will not be ignored as 
and when their definate relationship is assumed in 
the scheme of things. The complete present circu- 
lation requirement of the field will be provided with 
the first issue. 


One last word. Be in the van on this thing. It’s a 
rather short interval, to be sure, between announce- 
ment and publication, but events have shaped up 
this market so rapidly that further delay would 
penalize the advertiser who wants to get that invalu- 
able “jump” on the field. For those interested the 
best thing to do is to place an immediate request for 
a representative to call and present the important 
information referred to above in sufficient time and 
with sufficient thoroughness to permit a fair decis- 
ion on being in on this opening gun of MODERN 
DISTILLERY. 


205 East 42nd Street, New York City 
333 North Michigan Avenue, Chicago 


MODERN BREWERY 


MODERN DISTILLERY 


MODERN 
DISTILLERY 


\NCLUDIN 


RECTIFYING 
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WHOLESALING 


Progress in Blending 


Electrical and Power Equipment 
for Today's Distillery 


Solving: Olitibution Problenis 


‘ ‘ a CERES Sa ia ba 


PRICE 30c DECEMBER, 1933 


A limited number of ad- 
vance “dummy” copies of 
MODERN DISTILLERY 
together with a field pros- 
pectus have been prepared 
for immediate distribution 
to those now interested. 


ute onleine 


Modern Distillery, Inc. 
205 E. 42nd Street, 
New York, N. Y. 


Please rush us advance dummy copy of Modern Distillery 
with field prospectus. We understand this entails no obli- 
gation on our part. 


Name Title 
Company 

Address__ 

City State. 


Your Letterhead Must Accompany This Coupon 
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Accounts for Ziv 

Frederic W. Ziv, Inc., Cincinnati, 
has the following new accounts: 
Gritt, Inc.; Outdoor Sign Company of 
Indianapolis; Kaesar & Blair, Inc., 
Cincinnati, maker of printed forms; 
and the Madam White Company, cos- 
metics, Cincinnati. 


Candle Maker Appoints 

Feeley & Richmond, New York 
agency, has been named by Will & 
Baumer Candle Company, Syracuse, 
N. Y., to handle the advertising of 
candles for religious uses and the 
advertising of beeswax. 


Vaughan to Whitney 
Norman Vaughan, formerly with 
the Boston office of N. W. Ayer & 
Son, has joined the Whitney Mfg. 


Company, furniture maker, South 
Ashburnham, Mass., as sales man- 
ager. 


Racey Starts Agency 
Erle Racey, formerly with Tracy- 
Locke-Dawson, Inc., has started Erle 
Racey, Advertising, in the Thomas 
Bldg., Dallas, Tex. 


N.A.B. OPPOSES 
FOOD, DRUG BILL 


White Sulphur Springs, W. Va., 
Oct. 12.—A resolution opposing the 
passage of the proposed new food and 
drug bill in its present form was 
among those adopted at the annual 
convention of National Association of 
Broadcasters which closed here yes- 
terday. 

“While the National Association of 
Broadcasters is eager to cooperate in 
protecting the public against exploita- 
tion through untrue or unscrupulous 
advertising,” this resolution declared, 
“it believes that any legislation for 
this purpose must be reasonable and 
precise in definition, uniform in ad- 
ministration and fair in application, 
and therefore, this association must 
record itself as definitely opposed to 
the enactment, unless on the basis of 


many and far-reaching changes 
therein, of the bills to re-write the 
pure food and drug law now pending 
in both houses of the federal con- 
gress.” 

Another resolution declared that 
the giving of broadcast licenses for 
not more than six months is unjust, 
and urged that action be taken to in- 
duce the Federal Radio Commission 
to extend “the full term of license 
provided by congress in the radio act 
of 1927.” 

Other resolutions commended the 
work of the copyright and code com- 
mittees, and particularly urged upon 
the code committee “the absolute 
necessity for maintaining the prin- 
ciple of a 48-hour minimum week for 
broadcast operators and control men,” 
on the ground that a shorter week 
would make it impossible for many 
broadcasters to operate. 


Leininger Appointed 


Allison R. Leininger has been made 
advertising director of the Parents’ 
Magazine. 


A corner of the shipping room, where boxes are made and packing material cut to size 
while plates are in the foundry, expediting prompt shipment 


24 hours 


Daney Promoted 


Norman L. Daney, who was con- 
nected with the United States Steel 
Company and the Cooper-Bessemer 
Corporation prior to joining the Har- 
ris Seybold Potter organization, has 
been made general manager of the 
latter company. 


Wm. C. Tyler Dies 


William Chester Tyler, retired sec- 
retary-treasurer of the Blakely Print- 
ing Company, Chicago, died at his 
home in La Grange, Ill., Oct. 9. He 
was 74 years old. 


Lady Esther Expands 


Lady Esther Cosmetics, Chicago, 
launched a weekly series of half hour 
programs over a nationwide Colum- 
bia network Oct. 9. Wayne King and 
his orchestra are featured. 


Two for Brewer-Weeks 


Advertising of Ansel W. Robison, 
San Francisco, bird seed and animal 
food, and Simonds Machinery Com- 
pany, San Francisco, has been placed 
with Brewer-Weeks. 


Electrotypes ready for shipment to newspapers and magazines 
in al Iparts of the country 


to any potnt in the United States 


B parcel post, air mail, or express Rapid has rapid access to any 
point in the United States. By the same token Rapid is geared 
to handle an electrotyping job in minimum time. Like time and 
tide, closing dates wait for no man. 


The 


Of course, Rapid prefers to have ample time to do the thorough 
job, but when it must be done quickly it can and will — an impor- 
tant point in times like these when advertisers are waiting until 
the last minute to okay schedules. 


The Largest Plate Makers in the World 


a BRANCH OFFICES 


New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


RAPID chive Co 


CINCINNATI 


STAGE IS SET 
FOR IMPORTANT 
A.B.C. MEETING 


Chicago to Be Host to Adver- 
tising Fraternity 


Chicago, Oct. 12.—Chicago will 
again be host to advertising men and 
publishers next week, when the 
twentieth annual convention of the 
Audit Bureau of Circulations will 
provide the background for numer. 
ous gatherings of other organiza. 
tions, 


The A. B. C. meeting opens Thurs- 
day morning at the Stevens Hotel 
with a general session. Divisional 
meetings will take place Thursday 
afternoon, giving various groups an 
opportunity to crystallize their 
thoughts for presentation at the gen- 
eral meetings Friday. Election of 
directors will be one of the important 
matters to be handled Friday. 


W. C. D’Arcy, president, D’Arcy 
Advertising Company, St. Louis, and 
chairman of the board, American 
Association of Advertising Agencies, 
is a late addition to the program. Mr, 
D’Arcy will speak at the _ initial 
session of the A. B. C., sharing 
honors with Stuart Peabody, The 
Borden Company, New York, presi- 
dent, Association of National Adver- 
tisers, and John Stewart Bryan, pub- 
lisher of the News Leader, Richmond, 
Va. 

Other organizations to meet during 
the week: 

Oct. 17-18. Associated Business 
Papers, Inc., Union League Club. 

Oct. 17-18. Central States Circula- 
tion Managers Association, Congress 
Hotel. 

Oct. 17-18. Inland Daily Press As- 
sociation, Morrison Hotel. 

Oct. 18. Agricultural Publishers 
Association, Stevens Hotel. 

Oct. 18. Major Market Newspapers, 
Inc., Stevens Hotel. 


Oct. 18. Association of National 
Advertisers, western members, Pal- 
mer House. 

Oct. 19. Newspaper Advertising 
Executive Association, Stevens 
Hotel. 

The A. B. C. is making special 


efforts to get circulation managers to 
attend this year’s meeting, since they 
have a better grasp of most of the 
problems to be submitted than the 
executive chiefly concerned with 
other matters. 


Smith & Purdom Named 
by United Milk Company 


The United Milk Company, which 
has confined its activities to San 
Francisco, has purchased a dairy’ in 
the peninsula area and will start a 
campaign in the cities of that terri- 
tory, using newspapers, outdoor 
boards, car cards and direct mail. 

The agency in charge is Smith & 
Purdom, a new organization formed 
by Arthur E. Smith, formerly of 
Hamman-Lesan Company and Roy 
Alden & Associates, and Walton Pur- 
dom, formerly with Hamman-Lesan. 
Officers are at 590 Van Ness Ave., 
San Francisco. 


McGraw-Hill Boosts Pay 


Fulfilling promises to restore sal- 
ary cuts in precedence over all other 
matters as business of the company 
improved, 800 employes of the Mc- 
Graw-Hill Publishing Company this 
week received a ten per cent increase. 


*‘Modern Distillery’”’ 
Starts; Wright Is Rep. 


Conover-Mast Corporation, publish- 
ers of Mill & Factory and Modern 
Brewery, have announced that Mod- 
ern Distillery, a new publication for 
distilleries, wineries, and their dis- 
tributors, will make its bow Dec. 1. 

Edward F. Wright has been ap- 


Octobe: 


pointed eastern representative. He 


has been advertising manager of 
Spirits, and prior to that was a pub- 
lishers’ representative. 
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Advertising to business 
can be effectivem the 
lugh places | 


to the question: ‘‘WHY ADVERTISE?”’ 


BUSINESS WEEK’S LATEST STUDY 
THROWS NEW LIGHT ON WHAT AD- 
VERTISING TO BUSINESS MEN CAN 
AND DOES ACCOMPLISH. IT’S FREE 
TO ADVERTISERS AND AGENCY MEN. 


@ 
Answers: 


How can you minimize competition in the 
prospect’s opinion ? 


How can you build preference for your own 


product ? 


How can you get recognition for your main 
selling points ? 


And other vital questions. 


Just what is the real function and accomplishment of good 
advertising? Up to now you may have had to be content with 
judging from inquiries, direct sales, etc. Actual studies of advertis- 
ing effectiveness have been all too few. 


But here's one that will open your eyes. 


Here’s a study made among hundreds of the toughest, hardest- 
to-attract-and-convince readers you can find — hard-headed, 
rational business men. If advertising can do a sales job on these 
men, it paves the way to the sale of one whale of a lot of goods. 
If advertising can make these men stop and read and remember, 
it can carry its message to any audience. 


Just what does advertising do to these men? How much preference 
and prejudice does it build in their minds? Do they read and 
remember the ads they see in the business press? What kind of copy 
theme registers with them? 


The answers to these and other equally important questions in 
actual facts and figures are presented in book form, as the result 
of the survey mentioned above. It’s a booklet every executive 
interested directly or indirectly in advertising ought to have. 


Every such executive can have it, by requesting a copy. 


* 
BUSINESS WEEK 


A McGraw-Hill Publication 
330 West 42nd Street, New York City 
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by the Pittsburgh Plate Glass Com- DIES IN HOSPITAL S P M fi dd 
WALLHIDE COPY pany. Since Lord will sail through port ages acfa en to HO 
both the tropics and the arctic region, | Ga — S l d fe T. k ° 
the paints will undergo a grueling heya | e ecte or a e Liguor 
test. ee 
ON RIGHT ROAD, Lord will report by radio from Ruppert Copy Advertising SEI 
Cairo, Egypt; Bangkok, Siam; (Doty ae 
Hawaii and other ports. He will do : , 
a little selling for the company while New York, Oct. 12—New copy for| New York, Oct. 12.—O. J. Elder, 
away, arranging for distribution and newspapers in the New York area| supervising managing director 
— otherwise making himself useful. will soon be released by the H. E.| Macfadden Publications, Inc., this 
. Some Pathé attaches accompanied Lesan Advertising Agency for Jacob| Week announced that all Macfadden ‘sDes 
International Broadcast i$) roan the vosase, and expect to Ruppert, New York brewer, noted as ublications will accept tiauor aé “RGQ 
make a dozen short subjects, and the owner of the New York American Veena after —_ provided it ts 
Added Feature possibly one feature film. League ball club. emperate and in goed taste. TH N 
The campaign is divided three|Mly exception is Physical Culture, 
ways. The feature is a series to ap- oe = oe. he aa P 
. .}| wou no e in keeping w San 
: me ry! rasta : ories of major sports events and per- ntent. Pac 
speed with which Wallhide paint * ow bei ieistaeaidi ts oughly 
dries—the story which produced 112,- Of Effi Cc sonalities in the good old days before); = We are being sieged,” Mr, anite 
000 inquiries during the first half of ca y prohibition. Miter said, “with inquiries os © - li 
i pa ; eee + ° Another series will consist of copy | What the position of Macfadden Pup) chan! 
the year—will again be emphasized Of D B t licati in b Del Me 
by the paint division of the Pitts- ri-pbrite of high tone, but purposely avoiding | #c@Uons w e regarding the ae i 
burgh Plate Glass Company during | |scientific terminology, which is be-|¢ePtance of liquor advertising when} °° - 
the fall ’ lieved to be above the head of the|the sale of liquor is made legal. — 
rn m ae St. Louis, Mo. Oct. 12.— Three ® |ordinary reader. The third division] “It seems to us that the American) theme: 
The advertising will be varied, beautiful women, alleged to be typ- involves copy handling intermediate | PeoPle have rendered this decision a 
however, with a few international] ica) housewives whose labors have —- to these two. for us. They have voted overwhelm. This 
ais ; , é . ari 
broadcasts to be given during the/peen lightened by the use of Dri * Beer advertising, according to an|i@8ly to remove liquor from the) @ Y@ ; 
fall and winter. Brite Floor Wax, will smile out at David L Hedges official, has two major aspects. The ranks of things forbidden to be sold) ter a 
The same magazines which pro-|readers of five magazines for the re- - first is thirst. Its appeal is essential —to bring it out into the open, re said t 
duced the 360 per cent gain over 1932| mainder of the year. Each of the Taken b Death in summer copy. The second is soci- moving from it the lure which the compa 
will be used in the fall: American |three will have something nice to say y ability. Another, but of less im-| ™¥Stery of all forbidden things seem oo 
Home, Better Homes & Gardens,|about Dri-Brite. —_— portance, is food value. It is in food to possess, particularly for the) . en 
Good Housekeeping, Ladies’ Home| This product, manufactured by the} New york, Oct. 11.—David LeGrand | value copy that beer advertising is an eh light of thi there 
ae gg Rage dengan Age -ategper heel gig gd phn: gente a Hedges, business manager of Good|most likely to go over the reader's] |, pa nod rally Bad to real | point 
nin ost. y ave achiev ‘ ees > wri iza- 4 
in An were sated according to Seoneans as the th of its spring eee Sue oe Youn Aaten cee, oe ey See ee table manufacturers of wines and eee 
q ; » 8 Pacnsll A di Hospital here yesterday after an ill- tion of 3.2 beer have grabbed at tech- liquors the privilege, if they so de partul 
the company. campaign, featuring a coun rel . S- ness of several weeks. He was in his|nical terms of the dietician, often sire, of advertising their products a ser 
Such heads as “Painters came in play a oe + geal ergo 58rd year. spoiling the copy’s effectiveness, it is | ;,, ol publications provided the ama @? * 
the morning—yet she entertained| Single columns w used in the! 45. Hed i _| alleged. ; : me! 
“ < ’ Z ges joined the Good House vertising is temperate and in su 
that night” will be employed to give |fall advertising in Good Housekeep || ening staff in 1911 after a varied| Im the case of sociability, ideally | taste.” . foot) aurin; 
a quick picture of the virtues of Wall-|ing. Ladies’ Home Journal, McCall s business and publishing experience, | Suited to fall, winter and spring sales ery. 
hide. The large number of inquiries | Saturday Evening Post and Woman's) | a as the magazine's eastern |PTomotion, the prospect ahead, ac- —_—_—=_ = The 
is interpreted as meaning that many |Home Companion. An atmosphere of) | 1. ti ing manager before becoming |°°Tding to this official, is stiff com- the p 
women harbor an aversion to turning authenticity will be given the adver- nestnens mananer. petition with the same appeal from EARNSHAW YOUNG I Del |! 
their homes over to painters for long|tising by the use of photographs. fn 1089 Mr. Bed siieinaiiianil the wine industry. * » inc, now-f. 
periods, but if the time can be cut,| Men, instead of women, will be ° oo ae oe The brewery has just started a one- Hollywood “vital 
they will surrender. The implied | pictured in the trade paper advertis- American magazine publishers at the hour broadcast Friday evenings from : showi 
economy is also a factor ing, and somewhat larger space will |International Advertising Convention] Wor Newark, featuring an “invis ee ae taine 
j s Ss ° : < ’ re ’ ad e ° 
a nei tic aida be used, but the same basic appeals |in gym cen patio pe gen. ible microphone” capable of shifting Austin C. Ring Sul 
Pre wb Se shi ai —_ be _ — Advertising an” can magazine , everywhere but into the future. As Vice-President With Eastern Offices at are , 
he broadcasts plann y gency is inc , . ~~ 775 Broadway—Tel. Columbus 5-7171 for s 
paint division will come from Phillips acieemeemmaneeee His chief diversion was golf, and ° e vee eer oe erstw 
H. Lord, the Seth Parker of radio A. N. A. Member he was a member of Baltsurol and Wiley in New Set-Up Producers of successful Radio Programs caste 
fame, who recently sailed from New The BlaslewGaatee’ Carpet Com Colonia Golf Clubs, Metropolitan Ad- E. J. Wiley, Jr., has resigned as “Chandu, the Magician” Pacif 
York on a world tour on a wooden pany, Inc., New York, has been vertising Golfers Association, and president of Poster Plant Represen-|| “Adventures of Detectives Black Mont 
vessel. The old sailing ship had been | jected to membership in the A. N. A.,|*#e winter and summer advertising |tatives, Inc., independent outdoor «and Blue” last | 
painted with Wallhide, Waterspar|anq will be represented by James H.|80!f leagues. He was also a member | plant representatives, New York, to|}| | Growin’ Up” | prog 
varnish and the marine paints made | Winter. of the National Republican Club. | become eastern representative of a Kay Parker, The Hollywood | and 
- Mr. Hedges is survived by his|number of Pacific coast plants and Reporter | west 
widow, Gertrude Ledbetter Hedges, a| Several in other sections. “Omar Khayyam” ; Ca 
y eal se aan “The Count of Monte Cristo” | 
sister, Mabel Hedges Knowles, and a a q “Adohr, Opera of the Air” heart 
A DAILY NEWSPAPER FOR THE HOM E/pait-prother, William Van Antwerp Distiller Appoints Sn ie Oe on tl 
Kemp. Erwin, Wasey & Co., Inc., New is rs . City 
In paying tribute to his memory,| York, have been appointed to handle Radio Advertising and Pack 
William Frederick Bigelow, editor of | advertising of National Distillers Merchandising Counselors tam 
Good Housekeeping, said: “His loyalty | Products Corporation. Mont 
never wavered; the magazine was his | ——— es — nee ereerrmnmnennneneml this 
first interest, and he made that part i feat 
of it that was in his charge as fine _ ters 
a thing as he made of his own life.” por a te, ae mad 
een eae his 
Announcing , - the 
Blackstone Air IN CHICAGO IT IS THE BIG™4 Coft 
25th Anniversary P Nong ad . —_— in home to home distribution of advertising matter “ 
M and samples which has become widely known for intelligent planning—-thorough 4 
“Review of Progress i Program ay Be organization—exacting supervision—experience in organized marketing efforts cise 
—and a supporting knowledge of the composition and characteristics of this vert 
Founded November 25. 1908, Placed on Tour great central market. ; _ as ; 
The Christian Science Monitor. Associate Members in Every Principal City in the United States. 
in observance of its 25th anni- F oscilla We invite your inquiry. 
versary, will publish each day New York, Ocf. 12.—An invitation Tt 
—_ octet 20 to = “ nag to-attend the broadcast for Black- ADVE RTISI NG CARRIERS — 
cial =rovogravure 9 secuon — & stone Cigars, manufactured by Waitt 20 EAST 8'' ST CHICAGO > en 
ee gen ge & Bond, Inc., Boston, issued to Bos- : = 
aes aa the Monitor for this tonians last week in the forn of a | Oooo = — a es 
period will receive a reprint of 1,000-line newspaper advertisement, son 
the first issue of the Monitor. brought a capacity crowd of 3,000 to The 
Six days of exceptional advertis- attend the first performance. Important construc- Ney 
ing opportunities! Doubled cir- Following a plan to test the pro- e " 
pen: won ——— vine rates, — for re — boi pasta tion contracts awarded 
mechanical requirements, or tisement offered tickets for future . 
other information, telephone or shows. The response guaranteed ca- week ending October i2 a 
write nearest office. pacity houses for several weeks, and San 
no further newspaper copy is con- typeof or Vatue For Awarded to Fla 
templated for the time being as a ee $ 408,506. .Cleveland, O. ............. National Eng. & Const. Co. toil 
result. | sie ® es her's » ceeeee a . seeiecess jeans ene be renga Const. Co. wit 
nies »466,500..U. S. Sere i 
As an extra treat for those who eee ,000,000. .Ethyl Dow Chemical Co. N, A. Deleroesd’ te 84 Ph 
attend the broadcast, there are mo- cellent” ::: Lashess..2. &. Bnemmecre Gt. Lakes Dredge & Dock Co. 
tion pictures afterwards showing Dam vecssss +. 21012972. 0. S! E ila 
yy , ae 500,000. .Union Oil C Ci " 
THE — in the manufacture of the hone af isons Ace ty Hookless Fastener ne Hater bodied Co. 7 
\ - ees 317, .-Texas, Cal., Ariz., Mo......Separate Contracts. 
CHRISTIAN SCIENCE ea hacia Bieta: See so os 250,000. Youngstown Sheet & Tube Co.0wn forces. _ 
MONITOR York to Boston for the test, and if And others that bring the week's total to $28,289,000. Public contracts, $23,122,000; val 
it turns out as well its early results private, $5,167,000, 
Published by The Christian Science Publishing Society indicate, the performers will tour Figures like these mean business for the capital goods industries—and the figures 
Boston, Massachusetts leading studios on the NBC circuit. have n_ most encouraging every week since the first of September. Capital 
available for construction work of this sort is 800 millions ahead of last year, ; 
_ —-— meaning that the construction curve is bound to advance further. Equipment Cr 
and materials manufacturers who are advertising steadily in Engineering News- h 
Lemon to East Record and Construction Methods are in a most favorable position for new business. Hi 
T. C. Lemon has resigned from ae = 
Bertolet & Lemon, publishers’ repre- na tim 
sentatives, to become sales manager 
Branch Offices: New York, Detroit, Chicago, St. Louis, Kansas City, a ae geet ake oF kis ING : 
San Francisco, Los Angeles, Seattle, Miami . . London, Paris, Berlin, Florence | ,emon, will be Mr. Lemon's assist- ; 
ant. 
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ADVERTISING AGE 


HOUSEWIVES ARE 
SEEKING QUALITY, 
CALPAK BELIEVES 


‘Real Values” Stressed in 
New Del Monte Copy 


San Francisco, Oct. 12.—California 
Packing Corporation is so thor- 
oughly convinced that there is a 
definite trend toward quality mer- 
chandise that its new campaign for 
Del Monte foods, which broke in full 
color in national magazines this 
month, is built entirely around the 
theme, “Only dependable quality 
pays.” 

This message will be presented in 
a variety of ways through the win- 
ter and spring months, in what is 
said to be one of the most ambitious 
campaigns ever executed by the 
company. 

Special emphasis in all advertis- 
ing is being placed on the fact that 
there is a new 1933 housewives’ 
point of view, in which quality takes 
precedence over price. A new de- 
parture for Del Monte is the use of 
a series of photographs, depicting 
the experience of canned-food con- 
sumers during the depression and 
during the present period of recov- 
ery. 

The magazine advertising, as in 
the past, features the entire line of 
Del Monte canned foods with the 
now-familiar emphasis on the slogan 
“vitamin-protected,” and a_ chart 
showing what vitamins are con- 
tained in each of the various foods. 

Supplementary to this advertising 
are two radio programs which have 
for star performer “Captain Dobbsie,” 
erstwhile record-breaking  broad- 
easter for Shell Oil Company on the 
Pacific Coast. Concentrating on Del 
Monte Coffee, Hugh Barrett Dobbs 
last month started a weekly evening 
program over the NBC red network 
and supplementary stations as far 
west as Salt Lake City. 

Captain Dobbsie is also being 
heard over a five-station NBC chain 
on the Pacific coast, plus Salt Lake 
City and Denver, featuring Vacuum- 
Packed Whole Kernel Golden Ban- 
tam Corn, the only item in the Del 
Monte line to be given a new labél 
this year. A morning program, this 
features many of the radio charac- 
ters which Dobbsie had already 
made famous on the Coast through 
his previous broadcasting, whereas 
the eastern program for Del Monte 
Coffee features national headliners 
as “guest speakers.” 

McCann-Erickson, Ine., San Fran- 
cisco, is in charge of Del Monte ad- 
vertising. 


The Southern Circulation Man- 
agers’ Association, at its meeting in 
Pensacola, Fla., elected E. D. Hood, 
Savannah, Ga., Morning News, presi- 
dent. J. L. Barksdale, Jr., Miami 
Herald, and Fred M. Grimm, Jack- 
sonville Journal, are vice-presidents. 
The 1934 convention will be held in 
New Orleans. 


Pigeon to Coast 


F. B. Pigeon has been appointed 
Pacific coast division manager of 
Lever Bros. Company, maker of Lux 
Flakes, Lifebuoy, Rinso and Lux 
toilet soaps. He exchanges posts 
with R. F. Woodill, who goes to the 
Philadelphia office. 


Kraft Has Premium 


The Kraft-Phenix Cheese Corpora- 
tion is offering a salad and sandwich 
decorator to the purchaser of any two 
varieties of Kraft Cheese Spreads. 


Thomson Is President 


Alexander Thomson, Sr., president, 
Champion Coated Paper Company, 
has been elected president of the 
Hamilton, O., Chamber of Commerce. 


Makes Air Film 


The Progress Film Company, Chi- 
cago, has started production on a 
talking picture of air transportation 


Don Lee Executive 


Personnel Switched 


Arthur J. Kemp, formerly sales 
manager of KHJ, Los Angeles Don 
Lee unit, has been named sales 
manager of KFRC, San Francisco, 
succeeding Hassel Smith, who re- 
mains in the station’s sales depart- 
ment. Lou Humason, formerly on 
the KFRC sales staff, has resigned. 
Murray Grabhorn succeeds Mr. 
Kemp as sales manager of KHJ, of 
which C. Ellsworth Wylie is now 
general manager. 


Party for Employes 
The Des Moines Register and Trib- 
une was host Oct. 10 to its employes 
and their families to celebrate attain- 
ment of the 250,000 mark in daily 
circulation. 


C.C.A. Officers 
Are Re-Elected 
At Annual Meet 


New York, Oct. 12.—William 
Knust, National Lead Company, was 
re-elected president of Controlled 
Circulation Audit, Inc., at the an- 
nual meeting here. 

Other officers re-elected for the 
coming year are Joseph Vessey, Ken- 
yon & Eckhardt, treasurer; Aglar 
Cook, Topics Publishing Company, 
vice-president; and Edwin N. Downs, 
Ethyl Gasoline Corporation, secre- 
tary. All directors were also re- 
elected. 


F. L. Avery, managing director, 
reported that membership had in- 
creased from 83 to 98 since the last 
meeting, and that 132 audit reports 
had been released since the incor- 
poration of the organization. Na- 
tional advertisers, agencies and their 
associations have been quick to recog- 
nize the value of the C. C. A., he 
indicated, and have extended com- 
plete cooperation to the organization. 

Several contemplated additions to 
the audit form were discussed. The 
advisability of including country 
breakdown and a further breakdown 
by occupational, functional and 
financial qualifications in future re- 
ports, was taken under considera- 
tion. Paragraphs covering other fea- 
tures will be added during the next 
six months. 


Agency Sues Schlitz 
for Breach of Contract 


Freeze - Vogel - Crawford, Inc., Mil- 
waukee, Wis., has instituted a suit 
alleging breach of contract against 
Schlitz Brewing Company, claiming 
that the brewer retained another 
agency without notice to the com- 
plainant. 

Freeze-Vogel-Crawford has handled 
Schlitz advertising since 1926. 


Towell on Committee 


Arthur Towell, Arthur Towell, Inc., 
advertising agency, E. J. Usher, ad- 
vertising manager, Wisconsin State 
Journal, and L. E. Heindel, advertis- 
ing manager, Capital Times, have 
been appointed by the Madison, Wis., 
Association of Commerce to advise on 
cooperative promotion events. 


“ THAT'S REAL u 


ET US leave Mrs. Roscoe P. 
Flunk at the grocery coun- 

ter buying beer, and go back a 
few months to the first case of 
legal beer in the Flunk family. 

Mr. Flunkreally didn’tknow 
a thing about honest beer— 
hadn’t tasted it for fifteen 
years. But he pretended that 
he did. He complained that 
the first case had no kick,.and 
the second case was green, and 
the third didn’t have the right 
kind of head. 

Maybe Mrs. Flunk knew it 
was a bluff. Anyway, she 
handled the matter with 
finesse. It happens that his 
favorite magazine is her favor- 
ite, too. (In a minute we shall 
tell you why.) So when he was 
opposite a nice-looking beer 
advertisement in this maga- 
zine, she said innocently, “I 
wish I knew which is the best 
beer to buy.” At which Mr. 
Flunk looked up from the beer 
ad and said kindly, “Why 
don’t we try a case of good old 
Boopz—it used to be grand 
beer.” She got some Boopz 
Bubbling Beer and last night 
he was enthusiastic. 

“This is great,” he said. 
“This is real beer.” 

As to the magazine—yes, 
it’s Redbook. Why shouldn’t 
men like it as well as women? 
Don’t they both like romance, 


for American Airways, Inc. 


THE SHADOW 


YOU'LL LIKE sTHE BOOMERANG CLUE” by Agatha Christie, 
thecomplete $2.00 book-length novel printed in Redbook’s 
November issue. Over 50,000 words added to the regular 
contents. At your newsdealer’s October Sth and after. 


adventure, mystery? What’s 
more, after getting a fat quar- 
ter’s worth of good reading, to 
find in the back a Grade A 
full-length novel worth $2.00 
—as you might say, absolutely 
free—wouldn’t that appeal to 
anyone, these days? 

Redbook does a great ad- 
vertising job on merchandise 
that women buy but which 
must please the Shadow of a 
Man. 

On account of the wealth of 
fiction, the full-length novel, 
and the fact that everyone in 
the family wants to read it, 
one issue will pull for several 
months. Advertise in every 
issue of Redbook and your 
message will be near that all- 
important living-room table 
365 days in the year. 

Sell the family and you sell 
all. Redbook Magazine, 230 
Park Avenue, New York City. 


OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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HE newspaper advertisement reproduced opposite is one 
of a series Good Housekeeping is publishing in key cities. 

It is one more step in Good Housekeeping’s conscious effort to 

make its advertising pages more valuable to its advertisers. 


Through it alert women are learning with fresh conviction that 
Good Housckeeping’s Guaranty is a trustworthy guide to de- 
pendable, known values in merchandise. 


And progressive dealers are learning that Good Housekeeping 
advertised merchandise is good for their business. 


This is important to manufacturers of quality products. Price 
uniformity is creating buying confusion. The price tag no longer 
serves to separate the shoddy product from the good one. Makers 
of quality merchandise must find positive means to identify their 
products if the consumer is to distinguish them from substand- 
ard competing lines. 


Good Housckeeping’s guaranty—of a// its advertising —is a pos- 
. itive means. Any product identified with it shares in a public 
buying confidence born of more than 30 years of satisfactory buy- 
J ing experience. Time tested and proved, it is a powerful force, 
easily and economically applied—ideal for making sales today. 


dHousekeeping 


Everywoman’s Magazine 


i . we pit 1 ‘ ; ¥ PT eke Se . : i 3 . ‘ os os “Me Sea 7 i it Z i. “2 ees 
Seas 
_ — Se — - - — SS SSS usr “ - 
Aged ae 
eee 
call: 
m 
Bal 
eae 
eee 
Veins 
: rues 
Pk ae 
a on 
‘i briN 
hee _ 
. 
Saad 
a 
eae 
Fa 
ee 
1 ‘ce 
Soe 
PEORIA 
ear 
me! 
See 
cetiiet, 
: eres 
pate 
oe 
Pe wed: 
. s : 
’ 
ier 
oi a 
ae ca is 
= ae 
oa 
Jad i 
é 
q ae 
SS 
aa 
Be 
"i 
. 
cs pee 
a 
ae fle 
ae es 
4 eee 
x oa Teak 
5 have oe 
® een 
Pee 
ala. oe 
t F i 
eh ee 
7 
Aue 
c= 
eS 
os 3 
eo t= 
be Lie 
see , 
Ae et 
ae ae 
Pa bh ra 
7: > 
° 
i 
eo tt a a PL gee ee aa : ra ‘ to RE At, 7 ee se) a. ie es t : . 
es Ee Get San Sea eect, ps: we fo bec eyo ne Sh nina ie oo 2 le ii fe ee ea Soe ee EE ay ate AC ne Oe ia cd aege ne : : : . 
cf Te ae) oar Pee. Pea ER i ar Poe ork cr a te ee oe Te Salo?) Shwe ton) yi amen eine ieee 3 i Bes a 
: oe ee Bee OP ACA “eer Nee tO ae A eee Oe re : 
a) perigee re mane “2D auerag ha ich re Se ees t pe ah a oe i eet ee RO, a NN os Mie fase, dig beta nd) SH eats wa Rt ae eh. ae, Soe 
ga ars Pay ta ten Rig : he aa eae ts Ney eae ee ek Se Boe era oe Ae ea anna eS ACen a Re he a sh Pia an Biot? Bek $e hae Re cee oe Ps at, 
i ag pea fe es oo ie aio DT ee pie coin Shing oe Bt, Gdn? Sree eae Be Am ee aI re eo ogee pea 
* geartl gon eac epiee ee ae ge en: F220: Pitean ual 2 ct ean ea etal > uid emcee, Sarda A wh Parr ee PL dee : aed ae 3) 8, Ry. i rete e. See oe eke eee Cee een a 
ONE ey ere ene eG eee Oe eee 
si ES ey” ue Day NAR ee x fe eR gage Ae Oe Sikes Sa oe, ea : : i See Goan: LE, Stee REECE meee 7M MS St Pe one lg es oe ry earn aa a eae et oe Ta a ee So, ie eee 
Be a ee ae erties are A hy EA clay exit - Sr eee ae Fal rg hs : ee ARS al ae eae le ate at te 4 os (eo ee ee 3 Pee to or emer hy Te ee ent aes ; : 
ee eee fs ae ea ae oe RS ena ce eel eee rhe ba Sey erie Sra) ay green a erie << Rae ya Matick <i ee MM Tee RA Lh, i Pal eR gt A kM Be 7 hg Sade See a 


14 


ADVERTISING AGE 


October 14, 1933 


J. C. Flanagan Heads 


Advertising Veterans 


J. C. Flanagan, of the Chicago of- 
fice of the St. Louis Post-Dispatch, 
has been elected president of Adver- 
tising Veterans’ Club, Chicago. 

He succeeds William Webber, John 
W. Cullen Company, who becomes 
treasurer. Dana M. Hubbard, The 
Canner, is vice-president; Otto Sta- 
dleman, Needham, Louis & Brorby, 
secretary; and George Keim, John B. 
Woodward, Inc., sergeant-at-arms. 


Appointed by Mathes 

Albert E. Mudkins, for the past five 
years copy supervisor with the Gard- 
ner Advertising Company, has joined 
the copy staff of J. M. Mathes, Inc., 
New York. William B. Taylor, for- 
merly with N. W. Ayer & Son, has 
joined the agency as account execu- 
tive. 


McKenna Joins Bedford 


Peter J. McKenna, formerly of Mc- 
Kenna-Muller Advertising Agency, 
Brooklyn, and Jules Proctor Com 
pany, New York, has joined Bedford 
Advertising Agency, Brooklyn, as 
account executive. 


Gabriel Has Agency 
Walter A. Gabriel, San Francisco, 
formerly with Gensler-Lee Jewelry 
Company, has opened an advertising 
agency at 100 Sutter St. 


WINTER TOURIST 
OFFENSIVE IS ON 


(Picture on Page 24) 

Los Angeles, Cal., Oct. 12.—Mak- 
ing use of four major copy strate- 
gies, the 1933-34 campaign of All- 
Year Club of Southern California is 
being launched this month in 22 na- 
tional magazines. The current drive, 
for winter tourist business, will con- 
tinue through November and Decem 
ber, and will be followed by a simi- 
lar campaign during the winter and 
spring, appealing primarily to pros- 
pective summer visitors. 

Practically the same list of na- 
tional magazines will be used for 
the second phase of the campaign, 
with the addition of newspapers in 
metropolitan centers. 

The campaign which is now being 
organized is the fourteenth annual 
advertising drive under the auspices 
of the club. It has been for many 
years, and still is, the largest com- 
munity advertising campaign in the 
world. 

While the basic appeals used suc- 
cessfully in other years will be con- 
tinued, several new elements have 


—— 


been introduced into the copy. For 


instance, a typical advertisement 
in class magazines declares that 
“Southern California is not Para- 


dise,” but the accompanying illus- 
tration and the text leave the defi- 
nite implication that it is the very 
next best place. 


New Types of Copy 

In mass magazines the copy con- 
sists principally of scenic views, the 
word story being told in brief dialog 
placed under each illustration. 

Considerable effort will be made 
this year to destroy any ideas that 
California is a remote land, many 
days’ journey from the east. Maps 
showing the approximate time neces- 
sary to make the trip from New 
York, Chicago, New Orleans and 
other spots, by train, plane and 
motor, will be used in this offensive. 

The fourth major duty of the copy 
will be to convince the reader that 
Southern California has a great di- 
versity of scenic beauty, and for this 
purpose maps also will be called into 
use. Studio maps, showing the spots 
in and around Hollywood where the 
movie folk may find atmosphere 
suitable for the filming of all sorts 
of “foreign” films, from Alaska and 
the Alps to the Dead Sea and the 
Sahara, will hammer this poim 
home. 

The local office of Lord & Thomas 
is in charge of the campaign. 


Here’s a concrete answer to that old gag, “are farm- 
ers people?” We can’t vouch for loway, but here on 
the rich farms of Eastern Canada, the city leaders 
are the rural leaders too. Kellogg’s, Quaker Oats, 
Old Dutch, Bon Ami, Rinso, Campana’s Italian 


Balm. . 


. even today farmers buy branded merchan- 


dise! And advertisers make extra profits by covering 
the rich agricultural markets as they should be cov- 


ered, by the farm press. 


But don’t take our word for it. 
Consolidated Press, Toronto. 


Write today to 


Let us show you the 


latest study of the farmer’s buying habits. Check up 


on your own brand against competition. 


These 


figures will give you a fresh picture of the sales 
possibilities of this prosperous mixed-farming dis- 


ae 


a market incidentally, which is most profit- 
ably reached through “The Farmer” 


Che Farmer 


EASTERN CANADA’S RURAL MAGAZINE 


Every issue read in over 85,000 farm homes 


CAMEL SELECTS. 
GIANTS TO WIN 
WORLD SERIES 


Copy Hailing Champs Placed 
Before Final Games 


New York, Oct. 12.—‘It takes 
healthy nerves to win the world 
series” said the headline of a large 
advertisement run Monday for Camel 
cigarettes in all its regularly sched- 
uled newspapers from coast to coast, 
and it might be added that it took 
healthy nerves on the part of those 
responsible to pick the winners far in 
advance and place such faith in the 
forecast that copy was in the hands 
ot all newspapers, even the most re- 
mote, while the play was still under 
way. 

No alternative copy was created or 
placed with papers to be used in 
case the prognostication proved in- 
accurate. 

In New York, the copy ran in full 
pages. Elsewhere it varied from 
1,230 lines to 1,000 lines. In tabloids, 
it occupied the better part of two 
facing pages. 

Preparation of the copy was the 
result of the advance opinion on the 
probable World Series results of the 
agency and R. J. Reynolds Tobacco 
Company. They voted on the win- 
ning team and on the members who 
would star for it during the series. 


Makes Accurate Prediction 


Quick work by William Esty & Co., 
the Camel agency, enabled Camel to 
assert that “21 out of 23 Giants, 
world champions, smoke Camels.” It 
enhanced the testimonials favoring 
this brand given by Bill Terry, Giant 
manager; “Blondy” Ryan; Harold 
Schumacher; Carl Hubbell and Mel 
Ott. 

The advertiser’s accurate predic- 
tion, showing up many sports report- 
ers’ forecasts, afforded an opportun- 
ity of dramatically presenting the 
“man bites a dog” aspect of the pen- 
nant fight: 

“Congratulations to the new world 
champions—the Giants! Rated by 
the experts as a hopeless contender, 
this amazing team, playing under in- 
spired leadership, fought successfully 
through one of the hardest National 
League races in years and, 
again the under dog, went on to win 
the World Series. 

“It takes healthy nerves to play 
‘better baseball than you know how’ 

These men, to whom healthy 
nerves are all-important, have found 
that Camel’s costlier tobaccos not 
only taste better, but also they never 
interfere with training . never 
jangle the nerves.” 


Seven New Accounts 


Tomaschke-Elliott, Inc., Oakland, 
Calif., agency, has been appointed to 
handle advertising of the J. F. Knapp 
Mfg. Company, road building equip- 
ment; Golden Eagle Milling Com- 
pany, poultry feed; Western Con- 
densing Company, Eureka; Haviside 
Company, San Francisco ship chand- 
lers; Charles R. Myers Company, 
greeting cards; Coit Hotel; and In- 
dustrial Research Laboratory. 


Reps Reorganize 


Lindsey Spight, formerly with 
NBC, San Francisco, has been made 
manager of the San Francisco office 
ot Greig, Blair & Spight, which was 
formerly Greig, Blair & Co., radio 
station representatives. H. J. Greig 
is now in charge of the New York 
office. 


Three for Rattray 


Alexander Rattray, San Francisco, 
has been named advertising repre- 
sentative for Beverage News, Travel 
Trade, and American County. 


New Pittsburgh Agency 


Edward H. Sykes and Henry A. 
Moeser have formed an advertising 
agency with offices in the American 
Bank Bldg., Pittsburgh. 


—x. 


Champions to 
Be Headlined 
By Red Crown 


Chicago, Oct. 12.—Champions in 
many fields are being portrayed in 
action in the October newspaper 
campaign of Standard Oil Company 
of Indiana. Text points out that the 
best in each line reigns supreme be. 
cause of perfection in many things, 
Others may equal them in a few 
attributes, but fail to duplicate their 
all-round performance. 

In the same way the advertising 
declares, Standard Red Crown Gaso- 
line is of championship grade, 
Others may equal it in a few re 
spects, but none can duplicate all of 
its high qualities. 

The champions pictured in the 
series include not only Bill Terry, 
Gene Sarazen and Bill Tilden, of the 
sports world, but some less well 
known champions such as Golden 
Dawn of Gadelands, international 
champion Red Irish setter, and 
Betty Elaine Emrick, three-year-old 
winner of the Century of Progress 
health and beauty contest for chil- 
dren under seven. 

While the advertising makes use 
of the popular appeal of publicised 
names to win attention, it carefully 
avoids anything that smacks of testi- 
monials. Pictures and text about 
the champions simply form the first 
part of an analogy. 


Publisher and 
Ex-Governor of 


Hawaii Dead 


Honolulu, T. H., Oct. 12.—Wallace 
Rider Farrington, president and pub- 
lisher of the Honolulu Star Bulletin 
and former governor of the Islands, 
died Oct. 6 after an illness of several 
months. The victim of heart disease, 
Gov. Farrington was 62 years old. 

The publisher was born at Orono, 
Me., and was an alumnus of the Uni- 
versity of Maine. He came to Hawaii 
in 1894 as managing editor of the 
Pacific Commercial Advertiser, Four 
years later he became editor of the 
Evening Bulletin, and when that 
publication was merged with the 
Star, was made vice-president and 
business manager. 

In 1921 President Harding ap- 
pointed him governor of the Terri- 
tory. He held that post until 1929, 
when he was retired at his own re- 
quest to devote all of his time to 
newspaper work. 

Gov. Farrington is survived by a 
widow and three children, one of 
whom, Joseph Rider Harrington, is 
vice-president of the Honolulu Star 
Bulletin. 


Huber & Creeden 
Is Boston Agency 


Huber & OCreeden, advertising 
agency at 45 Newbury St., Boston, 
has been formed by E. J. Huber, Jr., 
formerly with the P. F. O’Keefe 
agency, Boston, and several New 
York agencies, and Leo F. Creeden, 
who has also been with O’Keefe, as 
well as with Fuller & Smith & Ross, 
Cleveland, and McDonald Bros., Bos- 
ton. 

Accounts handled by the new or- 
ganization are Sani-fil, Inc., Boston; 
Protex-U Products Company, Boston; 
Sterling Fibre Company, Waltham; 
Clarid Engineering Company, Bos- 
ton; Metropolitan Travel .Service, 
Inc., Boston; White Cross Laundry, 
Somerville; and Engineers, Inc., Bos- 
ton. 


Two Join S. F. “News” 


Neil Hellis, former business man- 
ager of the Los Angeles Record, is 
now national advertising manager of 
the San Francisco News, and Ernest 
Adamson, who was with Curtis Pub- 
lishing Company, Los Angeles, has 
joined the advertising department of 
the News. 


R. C. Rottger Dies 


Russel C. Rottger, vice-president in 
charge of public relations and per- 
sonnel of the Indiana Bell Telephone 
Company and past president of the 
Indianapolis Advertising Club, died 
Tuesday, Oct. 10. He was 42. 
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| CODE BANISHES 


New Sponsor 
In Drive for 
March of Time 


New York, Oct. 12.—Preceding the 
return of “The March of Time” to the 
air this week under Remington-Rand 
sponsorship, what is said to have 
been one of the most extensive mer- 
chandising campaigns of its kind was 
waged. 


wn} ALL CLAIMS OF 

is in 

ed in 

paper 

1pany ay Boe 

it t 

“the ) Sore Spot in Refrigerator 

hings. 

ter Field Is Healed 

their 

tising Cleveland, O., Oct. 12.—The famous 
Gaso- “four-year service plan” which has 

rrade, been featured in all General Electric 

w Te refrigerator advertising, as well as 

all of other long term guarantees used by 

refrigerator manufacturers, will be 

1 the seen no more, as the result of the 

Terry, code adopted by the refrigerator 

of the division of the National Electrical 
well Manufacturers Association held here, 

olden it is believed. 

tional The code provides for a standard 
and one-year guarantee and forbids the 

ar-old industry to feature free service in 

gress its advertising. The consumer will 
chil- be told in the future, if he is tola 

anything along this line, that there 

3 use is no such thing as free service. 

icised The code, now being polished up, 

efully prescribes that “if the cost of replac- 
testi- ing defective sealed units is spread 

about over all sales, then the amount 

» first charged to each customer for this 


of 
ad 


allace 
1 pub- 
Lletin 
lands, 
2veral 
sease, 
old. 
Jrono, 
> Uni- 
awaii 
f the 
Four 
yf the 
that 
1 the 
- and 


= ap- 
Terri- 
1929, 
vn re- 
ne to 


by a 
ne of 
on, is 
_ Star 


purpose must be stated in the adver- 
tising. In no case is the purchaser 
to be led to believe that the replace- 
ment does not cost money.” 

The Westinghouse method of 
handling service was described as 
the ideal one, from the industry’s 
viewpoint. Westinghouse charges 
the customer for replacements when 
such service is required. The charge 
is nominal, the remainder of the 
actual cost being added to the sell- 
ing price. 

General Electric’s method, accord- 
ing to one spokesman, has been to 
collect for all service by adding a 
small amount to the selling price of 
each machine. Under the new deal, 
it was indicated, General Electric 
will tell the customer he is paying 
an insurance premium and how 
much it amounts to, or will adopt 
some similar method of indicating 
that replacements are not really 
“free.” 

Sentiment in the industry has 
long favored a policy of frankness 
about service. General Electric’s 
campaign therefore hit a sore spot 
and made the company the target 
for many criticisms. Formerly, Frig- 
idaire was regarded as the most un- 
orthodox advertiser in the industry. 


$600,000 in 11 
Weeks, Philco 
Christmas Bid 


Philadelphia, Pa., Oct. 12.—Philco 
Radio & Television Corporation will 
spend $600,000 for advertising dur- 
ing the eleven weeks preceding 
Christmas, Sayre M. Ramsdell, sales 
Promotion manager, announced. This 
is the heaviest concentration of ad- 
vertising in the company’s history. 

Six full pages will be used in each 
of 51 newspapers during November 
and December. Full page advertis- 
ing in magazines and the five times 
a week radio broadcast will continue 
on the regular basis. 

Mr. Ramsdell took advantage of 
the opportunity to indicate that news- 
Papers have hurt their own cause by 
their opposition to radio. 

“In spite of the attitude of many 
hewspapers,” he said, “Philco, the 
largest radio manufacturer in the 
country, is demonstrating its free- 
dom from prejudice by placing a 
considerable portion of its fall ad- 
vertising in newspapers.” 

F. Wallis Armstrong handles the 
major part of the Philco account. 


Drug Paper Names Rep 


Drug Bulletin has appointed Ewing 
Hutchison Company, Chicago, adver- 
tising representative for the states of 
Illinois, Indiana, Michigan and Mis- 


Specia] attention was given to sell- 


ing the program to 15,000 employes, 


including about 1,800 salesmen and 


equipping them to re-sell it to friends, 
customers and prospective customers. 


Batten, Barton, Durstine and Osborn, 


Inc., is handling this activity. 

Three different house organs of 
the related Remington-Rand com- 
panies worked among employes. In- 
serts were placed in all pay enve- 
lopes. Bulletins were posted in 
plants. Pocket-size leaflets in French- 
fold form giving a brief history of 
the program were supplied salesmen 
for distribution to customers. 

Five thousand 11x14 cards were 
distributed to branch organizations 
and dealers and more will be issued 
later. Letters were sent to stock- 
About 24,000 fan inquiries 
on when the feature would return to 
the air, were answered by sending 
reprints of an editorial page in Time 
discussing the new arrangement. 

Copy of 170 lines announcing the 
broadcast will appear in large news- 


holders. 


papers tomorrow, when the first of 
the 13 broadcasts is given, in all key 
station cities. 

A sample broadcast Wednesday 
noon was transmitted by wire to 
salesmen in all parts of the country 
by the Columbia Broadcasting Sys- 
tem. 


Callahan Buys Paper 


J. A. Callahan, former business 
manager of the San Francisco News, 
has purchased a controlling interest 
in the Mankato, Minn., Daily Free 
Press. 


Johnstone Named 


Roger A. Johnstone, San Francisco 
and Los Angeles, has been named 
Pacific coast representative for The 
Farmer’s Wife, St. Paul. 


Joins Modern Living 


B. L. McFadden, formerly sales 
manager for Macfadden Publications 
and superintendent of branches of 
the Butterick Publications, has been 
appointed circulation sales manager 
of Modern Living. 


“Guide” Hits High Mark 


Literary Digest has announced that 
more than 1,500,000 copies of its “Ad- 
vertising Guide,” in which users of 
space in the publication are listed, 
have now been distributed to the 
public. 


Agency Gets Gin Account 


Gin advertising of Penn-Maryland 
Company, Inc., will be handled by 
Fertig, Slavitt & Gaffney, Inc., New 
York. 


NOW ONE SALESMAN 
AND TWO SUITCASES 
CAN DRAMATIZE 
THE BIGGEST BUSINESS STORY 


anytime. 


Seeing is believing, but not until you have both 
seen and heard Castle Films on the new 16 MM. 
Sound-on-Film projector can you realize the tre- 


mendous possibilities of business motion pictures. 


Cumbersome and expensive standard film pro- 
jection machines are now out-dated. With the newly 
perfected 16 MM. Sound-on-Film projector, plus 
Castle Films, one man and two small suitcases can 
visualize and dramatize the biggest business story 
to an audience of one to one thousand—anywhere, 


Successful as has been the exhibition of Castle 
Films in the past, the dramatization of your pro- 
ducing, selling, and advertising story can now be 
ten-fold more effective. Wholesalers and retail out- 
lets, salesmen and special agents alike need an in- 
side line on your business story. When they know 


what they’re selling, why they’re selling, how they 
can sell more, you get action fast. That is why ad- 
vertising executives and advertising agencies are 


already proving what the new combination can do. 


Castle Films offer a service and product unex- 
celled in its field —a service that is complete in 
every respect, from script to screen and even to the 
distribution of the picture itself—a service that is 
nation-wide in scope and that has back of it 19 


years’ experience in a highly specialized business. 


If the new day ahead in business finds you ready 
to take full advantage of every opportunity for 
profit, then Castle Films — and the new 16 MM. 
Sound-on-Film projector—have something impor- 


tant to say to you. Write or phone for a represen- 


tative to call. 


OF 


BUSI 


PRODUCERS, DISTRIBUTORS, 


NESS 


MOTION 
R. C. A. BUILDING, ROCKEFELLER CENTER, 
PACIFIC COAST, CLAUS SPRECKELS BLDG., SAN FRANCISCO 


EXHIBITORS 
Pic #8 #-8:.35 
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ADVERTISING AGE 


October 14, 1933 


-— | 
Frank Hermes, 


Secretary of | 
Blackman, Dies 


New York, Oct. 12.—Frank J. 
Hermes, secretary and treasurer of | 
the Blackman Company, advertising | 
agency, died at his home in New| 
Rochelle yesterday afternoon, follow- 
ing a prolonged illness. 

Funeral services were to be Friday 
evening at the home. 

Mr. Hermes was born in New York 
60 years ago. He helped organize the 
Blackman Company 25 years ago, 
after a retail career with Brokaw 
Brothers, New York clothing store. 
with whom he served as head of the 
credit department. 

His entry into advertising was with 
the Frank Presbrey Company. Five 
years later he joined Frederick J. 
Ross and R. H. Blackman in estab- 
lishing the present Blackman organ- 
ization. 

Mr. Hermes was much interested 
in the work of the Audit Bureau of 
Circulations, and was a director of 
that organization at the time of his 
death. He was a member of the 
Metropolitan Museum of Art, Ameri- 
can Museum of Natural History, 
Westchester County Historical So- 
ciety, and of the Union League and 
National Republican Clubs of New 
York. 

Surviving are his widow, a son and 
daughter, his mother, and a brother 
and sister. 


Adds Sunday Magazine 


With its issue of Oct. 15 the Chi- 
cago Sunday Tribune will add a new 
magazine section, to be known as 
“The Graphic Weekly.” 


Swasey Has “Mirror” 


Edgar Swasey, Jr., San Francisco, 
has been named to represent the New 
York Mirror in California, Oregon, 
Washington, Nevada and Arizona. 


LEARN 
FROM 
BARNUM 


Wherever you looked— 
there was Barnum — he 
just covered the town like 
| a blanket and everyone 
| knew Barnum wa: in town. 


| The same thing can be 
_ done today if you have a 
| meritorious product and 
want quick distribution 
| and immediate sales. 


Snipe the town! We can 
give you a 30-day showing 
on 5,000 locations in Chi- 

cago for only $2.000.00—- 
other towns in proportion. 


We specialize in Point 
of Purchase advertising—— 
road signs and_ general 
posting up to eight sheets 
in size. We have a com- 
plete organization that 
took twenty years to build 
in 503 cities in the U.S. A. 


| Whether you want a few 
| posters in one city or a 

complete showing in 500 
| cities—your orders receive 
_ the same prompt action. 
| 


Write for further details. 


ASSOCIATED 
ADVERTISING 
COMPANY 
500 No. Dearborn Street _ 
Chicago, Illinois 


Getting Personal 


Romance has popped its head right up in the office of E. W. 
Preston, publisher of Boston Herald-Traveler. C. Rita Devine, his 
secretary, and P. J. Flaherty, Jr., his assistant, have announced their 
intention to wed. Russell T. Kelley of the Hamilton, Ont., 
agency of that name, has achieved a ten-year ambition with the send- 
ing of the Hamilton lacrosse team across the Dominion in search of 
the Mann cup. 


Dana Jones, Los Angeles agency man, is one of the coast’s most 
prominent authorities on first editions, old printing, and book plates. 

Shelley Hall, of McCann-Erickson, is the only New York adver- 
tising woman in politics this season. She’s a candidate for alderman, 
sponsored by Ruth Pratt. 


Charles T. Coiner, NRA insignia designer, has patented the 
emblem and assigned title to the NRA. George Elliot Barton, 
president of the Amsterdam Agency, writes the kind of poetry that’s 
published. Harry Walsh, Newell-Emmett account man _ respon- 
sible for the White Rock campaign, has led all the space fraternity 
over to the “alkaline side.” 


Donald Douglas, Quaker Oats ad chief, who was thrown from his 
horse and injured while riding in a hunt last week, staged a quick 
recovery. Al Haase and Joe Cronin, Senator player-manager, 
took a liking to each other when they met at a Washington dinner 
recently. Pablo Colon, of Lord & Thomas, is another consistent 
agency man. Try smoking anything but a Lucky when he’s around. 


Ted Baum, promotion manager of Portland, Ore., Journal, is run- 
ning in double harness now. Frank Tichenor, publisher of New 
Outlook, which Al Smith edits, is backing La Guardia, anti-Tammany 
candidate for mayor of New York. George Willens, Detroit 
typographer will represent the advertising fraternity on the Graf 
Zeppelin, when it leaves Akron Oct. 28 for the return flight to 
Europe. 


Malcolm Muir has a “double’’ who has been making himself right 
annoying in Chicago, impersonating the deputy NRA administrator 
and separating the gullible from small sums of cash. Allen Seed, 
vice-president and advertising manager, Bridge Play, Inc., lunched 
with ex-President Hoover on his last western trip. He also talked 
before ad clubs in St. Louis, Portland and San Francisco. 


Carl Ohliger of McCann-Erickson and Charles Gabriel of Emil 
Brisacher & Staff inspected conditions in Hawaii this summer. ; 
Milton H. Biow, agency head, also owns radio station WAAM, Jersey 
City. . N. H. Pumpian, Henri, Hurst space buyer, is still talking 
about that Wisconsin fishing trip. W. B. Geissinger, California 
Fruit Growers Exchange advertising manager, spent all his spare time 
at the fair while in Chicago recently. 


Allyn B. McIntire, vice-president of Pepperell, started his adver- 

tising career with N. W. Ayer & Son. Franklyn Magill, Chicago 
color expert, has invented a gearless transmission for automobiles. 
If you want to know anything about carrier pigeons, ask R. R. Harsell, 
Charles H. Phillips advertising director. He breeds and races ’em. ; 
Gordon Seagrove’s big sloop is one of the most hospitable craft in 
New York waters. 


Henry R. Webel, Foreign Language Field Service, doesn’t think a 
tonsillectomy is such a minor operation any more. Margaret 
Fishback’s new book of verse will be entitled, “Out of My Head.” 
Anson C. Lowitz, vice-president of Anderson, Davis & Platte, and Mrs. 
Lowitz are co-authors of Doubleday Doran’s best selling juvenile, 
“Franklin D. Roosevelt—Man of Action.” They have done three other 
juvenile successes. Louise Dykes, newly appointed space buyer 
for J. W. T., is another good argument in favor of women advertising 
executives. 


Roy Youmans’ beautiful new watch bears the inscription, ‘First 
Lieutenant Charles L. Youmans. From the survivors of Fierenze IV. 
July 12, 1933.” Gay Walton, who bosses advertising for Julius 
Kayser & Co., looks good on horseback.: Ray Schaeffer, advertis- 
ing manager for Marshall Field, never wears a soft collar. 


Savington Crampton, of J. W. T., tangled a leg in a tow-rope while 
aquaplaning recently and spent several days in bed thinking it over. 

Walter Schwartz, Peck vice-president, caught a two-pound trout 
at Beaver Kill. That’s a big trout, in case you didn’t know. 


Run Campaign 
To Sell McKee 


10-Cent Coupons ~ 
Aid Coffee Sale 


New York, Oct. 12.—A mop-up 
campaign in various spots in the 
eastern operating territory of Beech- 


To Electorate 


Nut Packing Company is being con- 
ducted on its vacuum packed coffee. 

The plan is to follow up general 
advertising with localized activity 
embracing city-wide home distribu- 
tion of coupons worth ten cents 
when applied to the purchase of 
Beech-Nut coffee. With the product 
selling at about 31 cents, the ten- 
cent coupon amounts to approxi- 
mately a 33 per cent reduction in 
price, and is proving effective in in- 
ducing housewives to try out the 
brand. 

Nine cities are being covered at 
present, including Pittsburgh and as 
far west as Louisville, Ky. News- 
paper advertising runs 5,000 lines to 
the city for the mop-up. 

Large copy is used featuring bold 
type and illustration. 


Sackrison Dies 


Julius A. Sackrison, manager of 
the Indiana branch of the Prairie 
Farmer Publishing Company, died re- 
cently at Indianapolis. 


New York, Oct. 12.—The emblem 
of an emblazoned key has been de- 
signed for Joseph V. McKee’s Re- 
covery Party so that those who are 
picture-minded may at a glance at 
the voting machines know where to 
vote for McKee for mayor of New 
York. 

The emblem was created by Art 
Randel for Bromiley-Ross, Inc., and 
was accepted by McKee and his cam- 
paign managers for its simplicity and 
its adaptation to the purposes of the 
Recovery Party. 

The emblem will be seen in news- 
paper, outdoor and direct mail adver- 
tising between now and Nov. 7. 

Bromiley-Ross, Inc., impressed 
upon the Recovery Party that an ad- 
vertising mind should direct adver- 
tising copy. Strong, but simple ad- 
vertising copy will be used and the 
emblazoned key will appear in all ad- 
vertising copy so that the symbol 
will be associated in the minds of 
the voters with Joseph V. McKee on 


CASCARETS RETURN IN NEW DRESS 
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CHOCOLATE CASCARET. 
TELL ME HOW YOU 


LIKED IT TOMORROW! 


HERE'S A 


WELL I'LL 


~ 


MAN/ WHAT A RELIEF. IM CLEAN 
AS A WHISTLE, AND INSTEAD 


ocolate flavored laxative makes 


Six Beckwith 
Executives to 
Go to Branham 


Chicago, Oct. 12-—-A number of 
executives and salesmen of Beckwith 
Special Agency have joined the 
Branham Company, which has ab- 
sorbed Beckwith, the list including 
M. P. Lynn, A. J. Maruckchi, E. F. 
Toomy, S. C. Beckwith, J. B. Gun- 
ther and C. B. Peterson. Branham 
Company has taken over representa- 
tion of six papers formerly served 
by Beckwith. 

S. C. Beckwith is a nephew of 
Samuel C. Beckwith, founder of the 
Beckwith Special Agency. Mr. Beck- 


The shortest 


election day. 


205 E. 42nd St., New York City . 


—— | 
A GRAND DAY AND A 
GRAND 208, AND DO 
T 


OF FEELING WEAK I'M HUNGRY! na! I FEEL FIT! | WISH 
CHOCOLATE CASCARETS, YOU SOMEONE HAD TOLD Find out 
ONE GRANO ME ABOUT CHOCOLATE] ’ a Dime ! 
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While the famous old slogan, “They work while you sleep," still 
—— on the Cascaret package, newspaper copy for the new 
c 


no mention of it. Instead, it is 


devoted to telling how Sluggish Sam, Sally Slump, and others over- 
came "laxative staleness.” 


with was killed in a wreck of the 
Twentieth Century Limited near 
Cleveland in 1906. Mr. Lynn was 
formerly general manager of the 
Beckwith organization. 

Representation of the News, Jack- 
son, Miss., and American, Hatties- 
burg, Miss., formerly with Beckwith, 
has been placed with Lorenzen & 
Thompson. 

The Tribune, Salt Lake City, has 
appointed Reynolds - Fitzgerald, Inc., 
as national advertising representa- 
tive. 


Gets Vintage Account 

Vintage Importations, Inc., New 
York, which holds important fran- 
chises for American distribution of 
foreign wines, cognacs and liquors, 
has placed its advertising with Ralph 
Rossiter, Inc., New York. 


route to im- 


mediate advertising re- 
turns is via ABO" coverage 


*ACTIVE BUYERS ONLY 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


333 N. Michigan Ave., Chicago 
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“RADIO A. B. 6.” 
NEEDED, BENSON 
TELLS MEETING 


Commissions, Representa- 
tives Also Discussed 


White Sulphur Springs, W. Va., Oct. 
12.—Outlining radio’s need of an 
agency to audit station circulation 
and representation of a more con- 
ventional kind before the National 
Association of Broadcasters this 
week, John Benson, president of the 
American Association of Advertising 
Agencies, pointed out that the two de- 
velopments were closely inter-related. 

He suggested station representation 
be handled along the lines followed 
in the publication fields, that is, by 
special representatives handling no 
competing units. 

Complete, standardized circulation 
data can best be supplied, in his opin- 
ion, by a joint bureau, financed by 
stations surveyed, on which the 
N.A.B., agencies and advertisers 
would be represented by technical 
and advertising experts, who would 
set standards, determine methods, 
hire and control engineers and super- 
vise compilations and reports. 


Mr. Benson also asked the broad- 
casters to consider the establishment 
of a program-building bureau to work 
with the comparatively few agencies 
which are not fully equipped to serv- 
ice radio accounts. 


Further Studies Needed 


“Signal strength measurements are 
merely the foundation for the struc- 
ture of facts we need to establish an 
Audit Bureau of Circulations for 
radio,” said Mr. Benson. 

“Further studies should be made 
to determine how many of a poten- 
tential audience are listening, when 
and how they listen, on what days, 
at what hours and with how much 
preference for one program over an- 
other, for one station over another. 

“This work is being done now in a 
limited way by the Cooperative 
Analysis of Broadcasting under the 
auspices of the Association of Na- 
tional Advertisers and the joint spon- 
sorship and financial support of agen- 
cies and advertisers. It was a fine 
piece of pioneering on the part of the 
A. N. A. and much credit is due them 
for initiating it. 

“The Cooperative Analysis. of 
Broadcasting has been operating for 
about three years, and weaknesses 
naturally have arisen which are hav- 
ing the earnest thought of the gov- 
erning committee. The so-called ‘re- 
call’ method used in checking radio 
listeners needs to be validated or cor- 
rected, to satisfy subscribers, and 
there should be a more widespread 
area of field work and perhaps a 
more intensive survey in large 
centers. 

“Of course, everything can not be 
done at once. It takes time and it 
takes money to establish a radio 
A. B. C. We may at first have to 
lines, signal 
strength being supported by some 
groups and the Cooperative Analysis 
of Broadcasting by others. Later 
on we may be able to join the two 
projects under a single head and 
unify the job.” 


Too Many Commissions 


Discussing representation, Mr. Ben- 
son warned that the advertiser must 
have relief from the multiple com- 
mission method of securing radio 
business or the expansion of the 
Medium would be greatly handi- 
capped. 

“It seems to me,” he said, “that 
one commission should be paid for 
Service and another for selling. If 
the advertising agency builds the pro- 
gram, it earns its agency commission. 
If the program bureau creates the 
Program because the agency is not 
Well equipped, then the bureau should 
be compensated for it. If the agency 
alone is allowed a commission, then 


it should pay for any program assist- 
ance it needs, either out of its com- 
missions, or by special arrangement 
with the client. 

“There is no reason why all good 
agencies should not be able to do 
effective broadcasting; ideas and cre- 
ative ability are the main qualifica- 
tions, as in other forms of advertis- 
ing. 


Offers Cooperation 


“It would be very helpful if the 
N. A. B. would build up a service and 
information bureau of its own for the 
guidance of agencies not fully 
equipped. That would make an ex- 
cellent training school and develop 
more interest in spot broadcasting. 
It would also make certain agencies 


less dependent on outside assistance 
and the double commission problem 
would solve itself.” 

Mr. Benson pledged the coopera- 
tion of the A. A. A. A. to all program 
makers and time brokers who desire 
to expand their service to include im- 
partial service to all mediums and 
who endeavor to meet agency quali- 
fications. 


Fry Joins Waxman 


Harry E. Fry, recently conducting 
his own advertising service and for- 
merly with The Curtis Publishing 
Company, E. I. du Pont de Nemours 
& Company, Inc., and Cowan & Deng- 
ler, Inec., has joined Henry Waxman 
Studios, New York, as business repre- 
sentative. 


Stages Ford Campaign 


The Bachelor Advertising agency, 
Spokane, Wash., has been appointed 
as the Inland Empire representative 
of the McMurphey Advertising 
Agency, Portland, Ore. A concerted 
newspaper campaign by Ford dealers, 
including 200 of them in Oregon, 
Washington, Idaho and Montana, will 
be handled by the agency. 


Grombach Names Tyler 


Jean V. Grombach, Inc., radio pro- 
grams and electrical recordings, New 
York, has appointed Tyler Davis, for- 
merly with Brunswick Radio Cor- 
poration and New York advertising 
agencies, as sales manager in charge 
of both radio program and spot broad- 


casting departments. 


Barrel Firm to Sharp 


National Bronze & Aluminum 
Foundry Company, Cleveland, maker 
of aluminum beer barrels and re- 
frigeration equipment, has appointed 
Ralph W. Sharp. Business papers 
and direct mail will be used. 


Werden | With Rankin 


G. W. Worden has joined Wm. H. 
Rankin Company’s New York radio 
department. He recently conducted 
his own agency specializing in radio 
campaigns and formerly was associ- 
ated with investment houses. 


Changes Name 


The Allen Kane Studios, Inc., New 
York, has changed its name to Wil- 
liam J. Medlin, Inc. 


Sworn statements filed with the U.S. 
Post Office in accordance with law, 
show the average daily paid circu- 
lations of Chicago's evening news- 
papers for the twelve months’ pe- 
riod ending September 30, 1933, as 


CHICAGO AMERICAN 


A2ZD.dBD 


SECOND EVENING NEWSPAPER 


403.981 


THIRD EVENING NEWSPAPER 


154,335 


CHICAGO AMERICAN 


Now in 


a good newspaper 


THE CHICAGO AMERICAN DELIVERS 


More___CUVY~  Circubition 
Wore. SUBURBAN 

Wor.2_COUNTRY Circulation 
Mor2—_TOTAL Gicubation 


THAN ANY OTHER EVENING NEWSPAPER 


a3) 
; 


its 13th Year of Circulation Leadership in Chicago's Evening Field 


National Representatives: RODNEY E. BOONE ORGANIZATION 
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NRA, AAA PLAN 
UNIFORM STOP- 
LOSS PROVISION 


Conflicting Opinions to Be 
Reconciled 


Washington, D. C., Oct. 12.—With 
the consumers advisory council of the 
NRA, and the economists of the 
AAA announcing more or less defi- 
nite opposition to stop-loss provisions 
in retail codes, while Gen. Johnson 
and other leaders of the NRA are 
known to lean heavily toward in- 
clusion of these provisions in the 
codes, the one significant develop- 
ment here this week in connection 
with the AAA hearings on the pro- 
posed code for the food and grocery 
industry was the decision of the AAA 
and the NRA to discuss the matter 
jointly and decide upon a consistent 
administration policy before approv- 
ing any retail codes. 

Gen. Johnson, George N. Peek, AAA 
administrator, and Secretary of Agri- 


culture Wallace held a lengthy con- 
ference yesterday in an effort to fix 
the government’s stand on the stop- 
loss provisions. 


Retailers Disagree 

No definite agreement was reached 
at the conference, however, and it 
was announced that further confer- 
ences will be held in the immediate 
future. 

In the meantime efforts of the ad- 
ministration officials to determine a 
basic government policy covering 
this important point were spurred by 
a flood of letters, telegrams and briefs 
pouring in from retailers, consumers, 
manufacturers and others. Generally 
speaking, retailers insist that they 
must have the protection of the stop- 
loss provisions, but even in their 
ranks there are important groups 
which are opposed to anything which 
savors of price-fixing. 


Field Opposes Provision 

Among large retailers R. H. Macy 
& Co., New Yerk, had been the out- 
standing opponent of price-fixing pro- 
visions until last week, when John 
McKinlay, president of Marshall Field 
& Co., Chicago, one of the country’s 
outstanding retail establishments, 
wired the NRA that in his opinion 
the inclusion of stop-loss provisions 
in the retail cede would do more 
harm than good, and that the amount 
of policing necessary to enforce the 


provisions would be so large as to 
make enforcement as futile as en- 
forcement of the eighteenth amend- 
ment. 

In his telegram Mr. McKinlay ad- 
mitted that many of the abuses which 
the stop-loss provisions are meant to 
correct are present in retail mer- 
chandising, but he seriously ques- 
tioned the value of the stop-loss pro- 
vision in eliminating or curbing 
them. 


On the other hand, such prominent 
retailers as Dr. Herbert J. Tily, presi- 
dent, Strawbridge & Clothier, Phila- 
delphia, and president, Retailers Na- 
tional Council, have recently added 
their voices to the many which have 
already been raised in support of the 
provisions. 


Call Attack Unfair 


At the opening session of the pub- 
lic hearing on the food and grocery 
code, presided over by John T. Pear- 
son of the AAA, C. H. Jansen, secre- 
tary-manager, National Association 
of Retail Grocers, characterized Ad- 
ministrator Peek’s condemnation of 
the price regulation section of the 
code as an “attempt to unfairly 
prejudice retail food distributors and 
independent grocers and their posi- 
tion in the mind of the public.” Mr. 
Peek’s comments on the proposed 7% 
per cent markup for retail grocers 
and 2% per cent markup for whole- 


NEW FIELD FOR MICKEY 


MICKEY MOUSE WATCH 
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Mickey Mouse's arms (or are they 

his front legs) now tell time on 

Ingersoll watches. This 800-line 

copy announcing his newest feat 

is appearing in newspapers in se- 
lected cities. 


the field. 


There Is Only One 


There is only one hospital journal whose editorial service has 
been marked by such real leadership and practical value as to 
win recognition for its notable contributions to the progress of 


That journal is HOSPITAL MANAGEMENT. 


There is only one hospital publication whose editorial appeal 
and circulation alike are concentrated upon the administrators 
—the buying power of the field. 


That publication is HOSPITAL MANAGEMENT. 


There is only one magazine in the hospital field whose edi- 
torial and publishing standards are indicated by membership in 
the Associated Business Papers, Inc. 


That magazine is HOSPITAL MANAGEMENT. 


There is only one medium in the hospital field which demon- 
strates coverage of the primary hospital market—the A. C. S. 
“approved list'"—to the extent of over 80 per cent of bed 
capacity, by actual count. 


That medium is HOSPITAL MANAGEMENT. 


There is only one hospital journal which has been published 
for more than sixteen years without change of ownership or man- 
agement, which has never surrendered its independence, and 
which has never been optioned, merged or subjected to outside 
influence or control. 


And that journal, too, is HOSPITAL MANAGEMENT. 


salers were reported in the Oct. 7 
issue of ADVERTISING AGE. 

On the other hand W. Forrest 
Walker, economist for R. H. Macy & 
Co., warned the grocers that “the 
present scramble of interested groups 
for price-fixing and other highly con- 
troversial powers must inevitably 
lead to far-reaching governmental 
regulation of all prices to protect the 
consumer.” 

At the Tuesday session Sylvan L. 
Stix, member of the food advisory 
board, defended the minimum mark- 
up provisions, and asserted that they 
do not by any means guarantee a 
profit. 

If the minimum markups are en- 
forced, he said, the prices of those 
articles not sold as loss leaders will 
be reduced, so that even though some 
prices are increased, the average 
price to the consumer will not be 
raised. 


Similar views were expressed by 
J. Frank Grimes, president, Inde- 
pendent Grocers’ Alliance. Both of 
the witnesses told Fred C. Howe, con- 
sumers’ counsel of the AAA, and par- 
ticular opponent of the stop-loss pro- 
visions, that they considered the pro- 
visions easy to enforce. 

A new point was introduced by Dr. 
Howe in questioning Oliver Stout 
Retail-Owned Wholesale Grocery As- 
sociation, when he inquired if it 
might not solve the loss-leader prob- 
lem to provide that whenever loss- 
leaders are placed on sale, no limita- 
tion be allowed on amounts which 
may be purchased. 


Ask Increased Markup 


The issue was further complicated 
at the third hearing held yesterday, 
when George Schultz, St. Louis, and 
C. Y. Early, president, Texas Grocers’ 
Association, declared that the pro- 
posed retail markup of 7% per cent 
was too low, and advocated a min- 
imum of ten per cent. Mr. Early 
further declared that the 2% per cent 
wholesale markup was too low, and 
said it should be raised to 3% per 
cent. 


Urges Faster Adoption 
of All NRA Agreements 


Chicago, Oct. 12.—Louis Flader, 
commissioner, American Photo - En- 
gravers Association, this week urged 
a new plan for adoption of NRA 
codes which would enable codes for 
all industries to be placed in opera- 
tion immediately. 

“The administrator has in his or- 
ganization numerous departments 
and advisers, each constituted to deal 
with one basic element in a code,” 
he said. “When a code is submitted 
in prescribed form, he distributes 
copies of the code to the various de- 
partments and advisers for study and 
each makes its recommendations call- 
ing for the elimination of such sec- 


tions as are contrary to the law and 


modification of others as required by 
common sense. 

“The administrator then invites 
the organization sponsoring the code 
to send two representatives to Wash- 
ington for a conference with the 
deputy administrator, the heads of 
the various departments and such ad- 
visors as may be necessary. Changes 
which are mandatory under the law 
can be made without argument. All 
other changes, amendments and mod- 
ifications as may be desired, can be 
settled — arbitrarily, if necessary — 
during a conference lasting not longer 
than two hours. At the conclusion 
of the conference the code is ready 
for approval by the administrator 
and for approval and signing by the 
President. 


“Since the President has the power 
to change or amend codes at any time 
during the life of the national re- 
covery act, a code arrived at in the 
manner suggested can become effec- 
tive at once. Its operation will in- 
dicate from that point on, whether 
the code tends to effectuate the pol- 
icy of the act and whether it is fair 
to all concerned. Public hearings, if 
these are deemed necessary, can be 
held after the code is in effect and 
modifications can be made, if needed, 
based upon the testimony developed 
at such hearings. In that event, the 
testimony will at least be based upon 
definite experience and not upon as- 
sumption and conjecture as is true of 
much of the testimony submitted in 
the public hearings today.” 


Elimination of Stop- 
Loss Urged in Copy 


San Francisco, Cal., Oct. 11.—Wein- 
stein Company, large local store, used 
large newspaper space this week to 
urge customers to send telegrams, at 
the company’s expense, to President 
Roosevelt protesting against price- 
fixing provisions in retail codes. 

The advertising reproduced a sug- 
gested telegram, reading: 

“As consumer, feel price fixing in 
retail codes against interest of wage 
earner. If manufacturers are allowed 
to fix prices on merchandise and re- 
tailers are bound it will create mo- 
nopoly. Merchandise will be raised 
30 to 50 per cent. Consumption will 
decrease not increase. Wouldn’t this 
defeat purpose of NRA?” 

A blank line for signature was in- 
cluded in the “telegram,” while ac- 
companying copy urged the reader to 
“bring or mail this telegram to our 
store. We will send it to the Presi- 
dent.” 


Co-op Copy for 
Awnings Urged 


Atlantic City, N. J., Oct. 11—Mem- 
bers of the National Tent and Awn- 
ing Manufacturers’ Association were 
advised today to join in a co.perative 
advertising campaign against the 
competition of radios, automobiles, 
refrigerators and oil burners. 

The advice came from Dr. Franklin 
R. Cowl of Philadelphia, director of 
merchandising research for the Cur- 
tis-Martin Newspapers and former 
professor of merchandising at the 
University of Pennsylvania. 

Dr. Cowl advised the delegates to 
“make people want the commodity 
you have for sale more than any 
other commodity for which they 
could spend the money they have 
available. 

“Many of you are small,” he said. 
“You cannot advertise alone but cer- 
tainly you must in some way combat 
your stronger, better organized com- 
petitors of other lines—the radios 
and automobiles, for instance. 

“T suggest that within metropolitan 
areas you definitely consider adver- 
tising campaigns to tell your story 
in opposition to those competing com- 
modities.” 


A. W. Trotter Dead 


A. W. Trotter, veteran in the ad- 
vertising department of the Ex 
aminer, Bartlesville, Okla., died of 
blood poisoning last week. 


Vapex Appoints 
E. Fougera & Co., New York, have 
appointed Small, Kleppner & Seiffer, 
Inc., to place advertising of Vapex. 
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a HE trouble shooters at Washington are busy piling up 
in material for some whacking big history books. Starkly 

absent is the smell of gunpowder, the rumble of artillery, the 
sickening list of daily casualties. For this relief from a bruising 

pin- beating, anyone should be glad to trade a mental whipping. 
. With certain trepidations, business is stepping gingerly 
a about in the battlefields of America’s greatest bloodless revo- 
ice- lution. Doubts, fears, apprehensions are to be expected. But, 
ug: to us, these “worries” can’t compare with the suspense-terror 
- which maddened men waiting for orders to go over the top. 
a Trying to make the NRA Code work, with all its strange 
ve! 

re- quirks, is not nearly as distressing as the gasless Sundays, 
vo heatless Mondays, sugarless Tuesdays which we recall with 
a uncomfortable vividness. Well, maybe things should happen 
faster—people grow so impatient during convalescence. But 
~~ we can’t conceal our thanks that something is being done. 
r to 


To our simple way of thinking, action is much to be pre- 
ferred to inertia. Even though the action may not coincide with 
our ideas it gives us something to think about, look forward to. 

We hope the bold measures of the Administration give 
us the kind of history we will enjoy living and that we can 
brag about to our grandchildren. Meanwhile, we wouldn’t trade 
the frame of mind we have today for the one we had a year 
ago. That, in itself, is something. 

Whatever happens as a result of Mr. Roosevelt’s heroic 
program, there are some things you can’t take away from him 


... He’s game... He’s a plunger... He’s trying. We are for him. 
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Coe Represents Journal | 
Sayers Coe, formerly of Doremus 


OCTOBER ADVERTISING LINEAGE IN MAGAZINES 
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Exemptions Refused Austrian-Hedler 


An Open Letter to 
EDDIE STUART 


(The most publicized typographer 
in the United States) 


Dear Eddie: 


This morning I received an invi- 
tation from Herbert Knight, 
Chairman Convention Committee, 
Advertising Typographers of 
America, which reads as follows: 


@ ‘The Advertising Typogra- 
bhers of America are pleased 
to invite you to attend their 
Seventh Annual Convention 
on October 24, 25, 26, 27, 
1933, at the Palmer House, 
Chicago” 


—and that reminds me of the birth 
of the Advertising Typographers’ 
organization at Cleveland in March 
of 1921. I well remember you came 
up from Pittsburgh to help organize 
the Association. 

I understand all typographers are 
cordially invited, whether they are 
members of the Association or not, 
and as one of the typographers who 
has always been interested in educa- 
tional work as promoted by the 
Association, I want to urge you and 
all other typographers to attend this 
convention. 


Chicago does not lack in hospi- 
tality and I know you will be well 
repaid for the time you spend in our 
city. There will be addresses and 
discussions on subjects of interest to 
everyone engaged in the industry. 
The United Typothetae of America 
are holding their Convention in 
Chicago during the same week. For 


entertainment you have the Century | 


need be said. 


of Progress—no more 


Remember the date — October 


In Your Fall Advertisi 


24th to 27th inclusive, Palmer 
House, Chicago, . A cordial 
welcome awaits you and all other 
Advertising Typographers. 


Sincerely yours, 


BEN C. PITTSFORD | 


Chicago 


The Town's First Typographer 


605 South Clark Street | 


The Michigan Board of tax admin- 
istration has again refused to sanc- 
tion exemption of articles used in 
agriculture and industry such as fuel, 
machinery, wrapping paper and car- 
tons from the three per cent sales 
tax. 


Name Agency 
Charvet Et Fils, international 
haberdashers, are placing their ad- 
vertising through Fuller & Smith & 
Ross, New York and Cleveland. 


A Complete Publication Data 
File will be furnished on 
request. 


Penton Bidg. Cleveland 


Form New Agency 
Austrian-Hedler Advertising Com- 
pany, New York, has been organized 
by Ray Austrian, formerly vice-presi- 
dent and advertising manager of the 
Fur Trade Review publications and 
before that with the advertising de- 
partment of the New York Sun, and 
William E. Hedler, for 14 years vice- 
president and general manager of 
Grey Advertising Service, and pre- 
viously advertising manager of Hard- 
man, Peck and Co., and the Betty 
Wales Dressmakers. 


Fuller Takes Post 


In East With Fawcett 


Appointment of Chub Fuller as 
eastern advertising director of Faw- 
cett Publications was announced this 
week by Capt. Roscoe Fawcett, vice- 
president and general manager. 

Mr. Fuller was formerly advertis- 
ing manager of Photoplay and more 
recently eastern advertising manager 
of the Ultra Class Group. 


Wesco Selling Paper 


Paul Wesco, formerly sales man- 
ager of the Tuttle Press Company, 
Appleton, Wis., has resigned to be- 
come sales representative of the Fox 
River Paper Company, Appleton. 


Pancoast With Hotel 


Chalmers Lowell Pancoast has been 
named director of publicity and pro- 
motion for Hotel Piccadilly, New 
York. 


Cogswell Joins Rankin 


Arthur J. Cogswell has been named 
art director of Wm. H. Rankin Com- 
pany, New York. 


BE MINDFUL 


ng 


of this important market for 
your products 


es DISTRIBUTION and WAREHOUSING 
249 WEST 39th STREET, 


NEW YORK, N. Y. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2 


ADVERTISING 


Publishers’ representatives wanted 
in all advertising centers excepting 
Chicago and New York by live new 
trade paper in an active growing 
field. Box 402, ADVERTISING AGE, 


REPRESE NTATION 


2| Chicago. 


HELP WANTED 


First-class radio commenced | copy 
writer. Write us fully, giving age, 
experience, three references, salary 
expected, etc. All communications 
treated with strict confidence. Box 
401, ApverTISING AGE, Chicago. 


POSITIONS WANTED 


~ AGENCY NEW - BUSINESS DE- 
VELOPER: Seasoned solicitor and 
planning analyst of wide experience, 
returning to agency field and un- 
afraid of conditions, has wealth of 
new merchandising ideas, founded on 
new and modern generic principles, 
for contacting hundreds of prospects 
with minimum expense and effort. 
Can supply sensational “ammuni- 
tion” to staff to maintain wide and 
continuous influence on _ prospects. 
Will associate with well financed, 
medium sized, recognized agency for 
share of gross. Box 398, ADVERTISING 
AGE, Chicago. 


EXPERIENCED WRITER and plan 
man for direct mail, house organs 
and trade journal work seeks posi- 
tion with manufacturer or agency. 
Knows printing processes and costs. 
Gentile. No bad habits. Hard 
worker. Thoroughly dependable. Box 
399, ADVERTISING AGE, Chicago. 


tion to it,” he said, 
bill I introduced.” 

In his prepared talk, Senator Cap- 
per said prosperity is dependent on 
the income of the farmer. 


Prints Names of 25,000 
Readers in New Contest 


The Boston Traveler is conducting 
an unusual contest in which readers 
are competing for $5,000 in prizes of- 
fered for the most accurate estimates 
of the vote for the successful candi- 
date for mayor at the election Nov. 7, 

One ballot is printed each week, 
and the names of those voting, with 
their estimates, are printed weekly 
in the Traveler. The first lot, pub- 
lished Oct. 9, totaled over 25,000 and 
occupied eight pages. Five ballots in 
all will be printed. There are eight 
candidates for mayor. 


“but none to the 


Twice Monthly Again 
The Electric Cookery Times has re- 
sumed its semi-monthly schedule. 


BEST BY COMPARISON 


PHOTOSTAT 


COPIES | 


ome LET VS SERVE YOU == 


__33 W.ADAMS ST. CHICAGO ) 


DEALER DISPLAY 


SIGNS foe WINDOW 
and COUNTER USE 
MHso ¥f 


V7 Quaity 
ay 


SERVING OVER 
200 LEADING 
NATIONAL * -AND: - 
ADVERTISERS LOW PRICE 


1133 “BROADWAY 


SPACE SALESMAN—Young man, 
college education, with successful 
sales record, desires contact with 
publication or newspaper. Can fur- 
nish good references. Box 400, Ap- 
VERTISING AGE, New York. 


Neat, refined young lady, single, 7 
years with publisher. Experienced 
bookkeeper, rapid typist and light 
steno. Also reception work. A-1 ref- 
erence. Val Miller, 5042 Sunnyside 
Ave., Chicago, Kil. 5832. 


Tugwell Bill 
Is Target of 
Bitter Attack 


(Continued from Page 1) 


the existing act be simple in its pro- 
visions and flexible as to interpreta- 
tion; that the present responsibility 
of the vendor be kept intact without 
extension of liability to the publisher 
or advertising agency; that no form 
of government approval be required 
in advance of publication; that the 
penalty of product seizure imposed 
under section 10 of the existing act 
be not extended to cover violations 
solely of provisions governing adver- 
tising; and that provisions be made 
for constructive administration of 
the admendment, which will not op- 
pose a reasonably persuasive adver- 
tising appeal nor hamper legitimate 
advertising in performing its val- 
uable normal functions in serving 
consumer and seller.” 


Capper Discusses 


Tugwell Bill 


St. Louis, Mo., Oct. 12.— Arthur 
Capper, publisher and United States 
Senator from Kansas, read Senator 
Copeland’s Tugwell bill to the Adver- 
tising Club of St. Louis at Tuesday’s 
meeting by way of contrast with the 
model advertising statute which he 
introduced in the senate, and which 
is now operative in 23 states. 

Senator Capper asserted that the 
Tugwell bill virtually sets up a gov- 
ernment censorship over advertising. 

“IT have found considerable opposi- 


MORE 
NEW : 


SUBSCRIBERS 
DURING THE FIRST SIX 
MONTHS OF 1933 THAN 
ANY ARCHITECTURAL 
MAGAZINE. 


—An evidence of the 
active quality of the 
RECORD’S readership 


ARCHITECTURAL 


RECORD 


119 West Fortieth St. 
New York, N. Y. 
Division F. W. Dodge Corp. 


need bea 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements, 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


Octok 
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: When Washington Is 
: Front-Page News, 


Three front-page stories in the September 23 issue of 
i] ADVERTISING AGE carried Washington date-lines. 
When Washington news is of chief interest to advertising 
executives, editorial representatives of ADVERTISING 
AGE, on the job in Washington, report by telegraph the 
= latest developments in NRA code matters and everything 


Y else which touches the interests of advertisers. 

i. The news-gathering organization of ADVERTISING 
ny AGE, by far the largest in the advertising publication field, 
is big enough and alert enough to cover every important 


advertising event, no matter where it breaks. That is why 


— each issue of ADVERTISING AGE is filled with “spot 
| news. of this fast-moving industry. 

Typical date-lines reflecting the activities of ADWER- 
S TISING AGE editorial representatives are New York, 
IX Chicago, Philadelphia, Boston, Detroit, St. Louis, San Fran- 
\N 


cisco, Cincinnati, Louisville, Atlanta, Buffalo, Minneapolis. 

Matching this unique editorial organization is a mechanical 
organization which permits ADVERTISING AGE to go to 
, press Friday night, to be mailed Saturday morning, to be 
AL in circulation all over the country simultaneously on Monday. 
J The reader receives the complete report of the previous busi- 
nail ness week at the beginning of each new one. 

Is it any wonder that ADVERTISING AGE is read im- 
mediately on receipt? Or that its readers’ favorite descrip- 
tive is “indispensable ? 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 South Dearborn Street, Chicago 330 West 42nd Street, New York 
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TELEVISION AND 
FACSIMILE. ARE 
HERE,N.A.B.TOLD 


Expansion of Service Urged 
on Broadcasters 


(Continued from Page 1) 


ments to the Handbook, collabora- 
tion with Dr. Hettinger of University 
of Pennsylvania in a complete survey 
of radio advertising for publication 
in book form, and extension of the 
engineering service. 

Hon. Eugene O. Sykes, chairman, 
Federal Radio Commission, appeared 
at the opening session to review de- 
velopments in radio since the passage 
of the radio act in 1927, chiefly with 
respect to technical improvements 
and the consummation of favorable 
radio treaties with other countries. 

There is reason to believe, he said, 
that engineering progress will be just 
as great the next six years. In this 
period, he predicted, it is likely that 
visual broadcasting will be perfected, 
that synchronization will be so im- 
proved as to permit much greater 
use of the present broadcasting band, 
and that directional antennae will 
come to play an important part in re- 
ducing interferences. 

Both television and facsimile 
broadcasting have now reached 
the stage of development where 
broadcasters must decide whether 
they will take them over or leave 
the new mediums for competitive in- 
terests to exploit, John V. L. Hogan, 
consulting engineer and a leading 
specialist in the design of visual 
broadcasting receivers and equip- 
ment told the association Monday 
night. 

Mr. Hogan pointed out by way of 
warning the close relationship be- 
tween newspapers or magazines and 
facsimile broadcasts, and the similar 
relationship between television and 
motion pictures. 

He urged the broadcasters to pro- 


ceed at once to establish and make 
available visual broadcasting serv- 
ices, declaring the possibilities are 
so great as to make those of sound 
broadcasting seem small by compari- 
on. Mr. Hogan's parting advice 
was: 
Investigation Will Convince 


“Decide whether or not you feel 
that broadcasters themselves should 
take the lead in bringing visual 
broadcasting to the public, recogniz- 
ing that you and not the receiving 
apparatus manufacturers were the 
leaders in the growth of sound broad- 
casting. 

“If you consider that you should 
lead in this new industry and service, 
get first-hand information as to its 
present capabilities. 

“If your investigation convinces 
you, as mine has convinced me, that 
both television and facsimile have 
now advanced to the point where 
they can reasonably serve an inter- 
ested and eager public, I feel sure 
your actions will speak for them- 
selves.” 

Joseph Chambers, WLW, Cincin- 
nati, chairman of the engineering 
committee, said a major activity of 
his committee for the coming year 
would be to improve the quality of 
receiving sets available to the gen- 
eral public. The work of the commit- 
tee, the report revealed, has prepared 
the way for greatly improving broad- 
easting facilities through better en- 
gineering practices. 

Dr. C. B. Jollife, chief engineer, 
Federal Radio Commission, conclud- 
ing speaker on the Monday evening 
program, sought to discourage un- 
reasonable applications for increased 
power, asserting that, in many in- 
stances, the advantages sought in 
this way could be secured through 
better broadcasting equipment and 
methods. 

The Tuesday morning session was 
opened by John Benson, president of 
the American Association of Adver- 
tising Agencies, who had been as- 
signed the subject, “What the New 
Deal Means to Advertising Agencies 
and Broadcasting Stations.” 

Aware of the association’s intense 
interest in providing advertisers and 
agencies with complete, standardized 
covering data, Mr. Benson took up 
this matter when he had completed 
a reassuring analysis of NRA devel- 
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Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
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LIFEBUOY IS SPARING WITH COPY 


4 NOT AT ALLY Bor | 


THANKS, FRIEND LIFEBUOY- 
FOR ENDING “B.O° 
— es saved 
je 


Unusual comic strip type copy for Lifebuoy soap which is appearing 
in large size space in newspapers. Color is used in some instances. 


opments. A report on this phase of 
his talk is given elsewhere in this 
issue. 

Resolutions Adopted 


The four resolutions sponsored by 
the commercial committee were then 
explained by H. K. Carpenter, WPTF, 
Raleigh, N. C., chairman, and were 
approved with little or no opposition. 

The need of clarifying the term 
“sustaining program commercial in 
character,” which one resolution 
stated must be accepted at card rates, 
was pointed out from the floor, and 
the committee took under considera- 
tion the advisability of designating 
an agency to classify programs of 
this character. 


It was explained that the resolution 
was aimed at a certain type of ex- 
ploitation, such as the dramatization 
of magazine and moving picture 
stories, put out by publications and 
film producers to create business, and 
was not intended to deprive stations 
of sustaining orchestras from night 
clubs and hotels or news features 
furnished by affiliated newspapers. 

The commercial committee recom- 
mended as standards for merchandis- 
ing service that stations send direct 
mail to the wholesale and retail trade, 
charging actual cost for the service; 
that a reasonable number of calls be 
made on retail outlets to merchandise 
the advertising; that stations do not 
place, take orders for, or deliver win- 
dow stickers, counter cards or win- 
dow displays, but that a check be 
made of a reasonable number of out- 
lets to determine the amount of 
point-of-purchase material; and that 
reasonable requests for special co- 
operation in the form of supplying 
market information be complied with. 


Standard Discounts Possible 


Answering an inquiry from the 
floor, Mr. Carpenter said it was not 
considered advisable at this time to 
introduce a resolution for standard- 
izing volume and frequency discounts 
at this convention, and referred the 
inquiry to Arthur B. Church, KMBC, 
Kansas City, chairman of the stand- 
ardization committee and treasurer 
of the organization. 

Mr. Church replied that the inves- 
tigation under way indicated that it 
would soon be feasible and desirable 
for stations to adopt standard volume 
and frequency discounts similar to 
those now in force on network time. 

Mr. Church said that his committee 
was in position to make recommenda- 
tions as to time classifications, and 
urged that the sale of time in less 
than 15-minute units be discouraged 
as a parasitic practice. 

He called attention to the fact that 
a constantly increasing number of 
stations now have three or more 
classifications of time, while a few 
years ago they were limited to day 
and evening. 

Admitting that these classifications 
presented extra difficulty because of 
the differences in sectional habits, 
Mr. Church recommended four classi- 
fications, adding evening time after 
10:30 p. m. to the three now in gen- 
eral use. 

He pointed out there seemed to be 
a definite field for the new “run of 
schedule” classification, time sold 
subject to change without notice and 
carrying a substantial discount, and 
said this classification should be 


given consideration in the standard- 
ized set-up. 


Commercials Discussed 


Mr. Chureh advised members not 
to discourage the development of spot 
broadcasting by penalizing transcrip- 
tion programs with restrictions as to 
time and surcharges for music royal- 
ties, handling charges, etc. 

“How much commercial copy?” he 
said, is still one of radio’s most vex- 
ing problems. It appeared to him 
that, as a general rule, the minute 
and a half of commercial continuity 
favored on half-hour programs could 
not be excessive if divided into three 
“takes.” 

“The big danger with all commer- 
cial copy is getting the public so fed 
up that it makes no impression upon 
them at all,” he said. “This is a 
copywriter’s job, and we are learning 
to use more adroitness in getting it 
over.” 

A questionnaire sent to agency ex- 
ecutives disclosed that their opinions 
as to the maximum number of words 
one-minute announcements should 
contain varied from 100 to 180 words. 
The standardization committee agreed 
on a 120-word maximum and set 30 
words as the limit for quarter-minute, 
chain-break announcements. 

Information gained from agency 
contracts prompted Mr. Church to 
suggest that special feature classifi- 
cations, such as time announcements, 
weather reports and cooperatively- 
sponsored programs, be included on 
rate cards with standard rules as to 
length of copy. 


Discuss Copyrights 


Copyright developments and rela- 
tions with the American Society of 
Composers, Authors and Publishers 
furnished a composite theme for the 
three evening speakers, Oswald F. 
Schuette, N. A. B. copyright director; 
Jos. D. Hostetler, associate of Newton 
D. Baker, N. A. B. counsel on ASCAP 
matters, and I. D. Levy, WCAU, Phil- 
adelphia, chairman of the_ special 
copyright finance committee. 

Mr. Schuette described the efforts 
made to negotiate differences with 
the society, which ended last summer 
with no progress being made. He 
showed that the attitude of the so- 
ciety left no choice but to litigate. 
This step was taken last month when 
WIP, Philadelphia, filed suit against 


the society, seeking to have it dig 
solved as an illegal monopoly. 

Mr. Hostetler expressed confidence 
that the suit would result favorably 
for the N. A. B. and outlined meang 
whereby members could assist ip 
prosecuting the case by supplying in. 
formation. 

Mr. Levy urged members not to 
cripple the offensive by withholding 
needed funds. As a basis for con. 
tributions, he suggested members 
contribute 10 per cent of their ASCAP 
assessments. The $22,310 so far con. 
tributed had not quite met expenses 
to date. 

Combination Offers Studied 


Mr. Schuette also reported prog. 
ress in the work of the recently 
organized Radio Program Founda. 
tion. One important result of the or. 
ganization’s efforts has been to secure 
United States rights to the complete 
catalog of G. Ricordi & Co., Milan, 
Italy, one of the biggest European 
music publishing houses. 

The report of the code committee 
was presented Wednesday morning by 
John W. Guider, special N. A. B 
counsel, and considerable time was 
spent discussing interpretations of 
labor provisions. 

Asked if a ban could be included 
in the code against the selling off 
radio time and newspaper space at 
greatly reduced combination rates by 
stations affiliated with newspapers, 
Mr. Guider replied that this was 
looked upon by the NRA as a trade 
condition analogous to certain other 
evils which would be considered to- 
gether or not at all. He added that 
the best method for the committee to 
pursue would be to seek the inclusion 
of similar clauses in the codes sub 
mitted by other mediums and that 
this course would be followed. 

Mr. Guider called on members to 
hurry their code recommendations, 
as, if the code does not strike a snag 
on hours of labor, it is likely to be 
approved next week by the President. 

“However,” he begged, “please be 
reasonable. If all suggestions were 
adopted, there would be no sopranos 
on the air, for one thing.” 

Henry A. Bellows, WJSV, Washing: 
ton, chairman of the legislative com- 
mittee, told the broadcasters that the 
greater danger facing them on this 
front is the Tugwell amendments to 
the food and drugs act. No fault 
could be found with the purpose of 
the Tugwell bill, he said, but, as it 
is now written, it permits interpreta 
tions which would make all advertis 
ing in these classifications illegal, no 
matter what the intent of the legisla 
tion’s sponsors. 
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“Even the advertising of Camp 
bell soups could be forbidden under 
this law,” he declared. “Implying 
that youngsters are made healthy 
and rosy-cheeked by eating Campbell 
soups, could easily be called, in the 
language of the bill, ‘creating a false 
impression by inference.’ ” 

At the special request of Mr. Me 
Cosker, who urged members to fol 
low the example, Leo Fitzpatrick, 
WJR, Detroit, told of the splendid rej 
sults achieved by his station in rur 
ning programs to answer critics of 
radio and radio advertising. 

The session ended on a happy note 
as Ed Petry, of Ed Petry and Co, 
special station representatives, asket 
and received permission to donate 
$1,000 to the ASCAP fighting fund. 


STRANGE CREATURES AID ADVERTISERS 


A variety of unearthly creatures are cavorting through the adver- 
tising pages these days. Here are three pieces of newspaper copy 
in which the particular creations of Delco, Camels, and Sanka strut 
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A STATEMENT ON 
LIQUOR ADVERTISING 


BY MACFADDEN PUBLICATIONS, INC. 


= repeal of prohibition is less 


than two months away. 


By November 7th at the latest, the 
necessary thirty-six states will have 
voted in its favor. 


By December 6th, the elected dele- 
gates of thirty-six states will have 
held their conventions and ratified 
the vote of the electorate. And it is 
certain that President Roosevelt will 
lose not a minute in declaring pro- 
hibition a thing of the past. 


We are being besieged at this mo- 
ment with inquiries as to what the 
position of Macfadden Publications 
will be regarding the acceptance of 
liquor advertising when the sale of 
liquor is made legal. 


It seems to us that the American 
people have rendered this decision 
for us. They have voted overwhelm- 
ingly to remove liquor from the ranks 
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of things forbidden to be sold—to 
bring it out into the open, removing 
from it the lure, which the mystery 
of all forbidden things seem to pos- 
sess, particularly for the young. 


This is our interpretation of the 
“will of the people” as expressed at 
the polls during the past nine months. 


In the light of this, we can find no 
good reason for denying to reputable 
manufacturers of wines and liquors, 
the privilege, if they so desire, of ad- 
vertising their products in our publi- 
cations, provided that advertising is 
temperate and in good taste. 


And it will be our policy, just as 
soon ‘us repeal is accomplished, to 
accept such advertising for all 
Macfadden publications, with the 
single exception of PHYSICAL 


CULTURE, where acceptance would 
not be in keeping with the editorial 


contents. 


DBEN PUBLICATIONS, INC. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


ADDS CONVERSATION TO PICTORIAL APPEAL 


A. Winter Vacation in- 
- SOUTHERN CALIFORNIA | 
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Typical copy in the new magazine campaign of All-Year Club of 
Southern California. Dialog copy under each of the illustrations is a 
new wrinkle. (Story on page 14.) 


UNIQUE SPECTACULAR FOR A & P COFFEE 
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Three unusual features—the projection of steam, a wide chromium 
border, and indirect lighting, are incorporated in this new A & P 


spectacular in Times Square, New York. Paris & Peart handle the 
chain's advertising. 


UNUSUAL POSTER—SPECTACULAR AIDS MAXWELL HOUSE IN SOUTH 
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MAXWELL HOUSE, COPPEE 
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San Antonio, Dallas and Houston are blossoming out with unusual outdoor showings like this for Maxwell 
House coffee. The poster is mounted on a series of steps, while the three colored "flanges" on each side 
are lighted by concealed bulbs. A floodlight in front of the display adds further effectiveness. 


INSPIRES NEW SLOGAN NEW CORRUGATED CARTON FOR BEER BOTTLES 


Hinde & Dauch Paper Company, Sandusky, O., has introduced this 
new display-delivery package beer. It may be secured in any 
color. 


(Left) Executives of Wesley Associates, New York, Vanity Fair agency, 
say slogan writing is easy when the photographer, in this instance 
Apeda Studio, Inc., cooperates like this. The slogan inspired by the 
masterpiece is, "Not a wrinkle in a wardrobe," and it will be used to 
promote Skin-Tites, the new Vanity Fair line being modeled here. 


AIDS WHEAT DRIVE 
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EVERY WOMAN WILL WANT A KITCHEN LIKE THIS 


“The Farm Act gives wheat growers a 
chance to pull together to increase 
their incomes and buying power. If 
enough farmers join in the wheat plan 
now offered they can obtain through 
the Act their fair share of the national 
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Poster designed by Walter Lloyd, 
art director, Geyer-Cornell Com- 


Illustrative material for future Westinghouse advertisements being pany, New York, and Geyer Com- 
gathered in the model kitchen of "Cleveland News," which was om Dayton, O., which is being 
opened last week. At the left of the camera are R. O. Richards of used by the Department of Agri- 


Westinghouse's publicity bureau, and Gil Baird of Fuller & Smith & culture in its drive to control wheat 
Ross. At the extreme right is H. A. Smith, F-S-R art director. production. 
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